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ABSTRACT
Kowalczyk, Christine Marie. PhD. The University of Memphis. August 2011.
Celebrities as Brands: Exploring the Role of Celebrities in Marketing and Advertising.
Major Professor: Dr. Marla Royne Stafford.
The use of celebrities in marketing and advertising is not a new concept; however,
there has been a shift from celebrities as endorsers to developers of their own brands and
products. To understand the effectiveness of celebrities in marketing and advertising, it
is important to examine celebrities not only as endorsers but also as brands. The
academic literature has failed to fully address celebrities as marketable brands.
This research introduced the celebrity brand concept and evaluated the
effectiveness and implications of celebrity brands and their brand extensions. Literature
from source credibility, match-up, human brands, brand extensions (perceived fit) and
perceived involvement establish the importance of the celebrity brand concept to
marketing and advertising research. Two separate studies were developed and tested
with a sample of 742 undergraduate business students.
Results of the hypothesis testing for Study 1 and its replicate found no main
effects for perceived fit or the relationship between perceived fit with the role of the
celebrity on the outcomes of source credibility, attitudes toward the celebrity and
attitudes toward the product. These results imply that fit may not matter for celebrity
brands and contradict the original research presented in the branding literature. Results
for Study 2 found a main effect for perceived fit on attitudes toward the advertisement
and attitudes toward the celebrity brand extension. In addition, mediation was found for
attitudes toward the advertisement via attitudes toward celebrity brand extension on
purchase likelihood, supporting past research.
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Celebrities appear in 20 percent of advertisements in the United States (Solomon
2009); however, a recent Ace Metrix study found celebrity advertisements do not
perform any better than advertisement without celebrities (Daboll 2011). Advertising
managers may consider celebrities to be more effective as a brand owner. Celebrities
who are more involved in the development of their brand extensions and the promotions
of these products may be more successful than celebrity endorsers. Consumers are
relating to celebrities on a more personal level, and celebrity branded products can help
to make this connection.
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CHAPTER 1
INTRODUCTION AND OVERVIEW OF RESEARCH
More than 20 years ago, novelist Philip Roth said “to become a celebrity is to
become a brand name” (Searles 1992). Perhaps he was prophetic, as society has been
exposed to an increase in the number of media outlets and the Internet, which has resulted
in a growth in the number and types of celebrities. The celebrity category is not just for
athletes, musicians, movie and television stars anymore. People like Paris Hilton and the
Kardashian sisters are now considered to be celebrities – simply for being in the public
limelight. In 2009, knocking Tom Hanks from the top ranks, the president of the United
States Barak Obama rose to celebrity status, ranking number one on the Davie Brown
Celebrity Index, an index that determines a celebrity’s ability to influence brands and
consumer purchase intentions based on the celebrity’s awareness, appeal and relevancy
(Wheaton 2009).
Consumers have a strong curiosity for celebrities. Advertisers realize that using
celebrities can sell almost any product; thus celebrities appear in about 20 percent of
advertisements in the United States (Solomon 2009). When properly positioned,
celebrities attribute to the success of $190 billion media and entertainment industry in the
United States (Thomson 2006). Using celebrities to endorse and pitch products is not a
new concept. In recent years, however, there has been vagueness between the celebrity
as a person and the celebrity as a marketable brand. Mainstream media outlets like
Forbes and The Washington Post refer to celebrities like Tiger Woods as being more than
a person but as a brand name (DiCarlo 2004; Maloni 2009). Like brands, celebrities are
characterized by unique physical and non-physical characteristics and abilities which
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inspire emotional and cultural connections. Celebrities have individually realized their
power and are now developing and marketing themselves into more than just endorsers of
products. The result is the notion of “celebrity brands,” a term coined by mainstream
media, but relatively ignored in academic research.
To maintain long-term viability, some celebrities brand themselves like
corporations. Celebrities regularly search for ways to “maximize their reputations and
perceived value” with their fans and the general public (Pringle 2004). Branding allows
celebrities to break through the celebrity clutter (Rose 2010). To protect their names and
images, these celebrities become their own enterprises, forming their own multi-million
dollar corporations and hiring branding and marketing agencies to control their personas.
Celebrities use marketing techniques including “protecting a brand identity, trademarking and licensing their names, launching their own product lines and embracing
product endorsements to boost their perceived value to the consumer” (Towle 2003).
While not all celebrities become their own brands, it is a trend amongst those who want
to be noticed in the crowded entertainment industry. In 2006, singer Sheryl Crow
announced she was working with Brand Sense Partners, a celebrity brand extension firm,
to develop herself into a “lifestyle brand” and has since launched her own denim clothing
line. The media have recognized the growing trend of celebrity brands for marketing;
however, academic research has failed to empirically test the viability of this concept and
has focused only on celebrities as endorsers and not as brands.
Kotler and Levy (1969) suggested that the marketing concept should include
people and concluded that all organizations, businesses and non-businesses cannot avoid
marketing. Celebrities are influential in society and dominate the media and consumers’
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attention. Thus, celebrities need marketing in order to survive. Many celebrities realize
that branding themselves is a viable business opportunity. Whether this is done by the
celebrity him/herself or by the media, celebrities can be branded. Jennifer Lopez, Oprah
Winfrey, Mary-Kate and Ashley Olsen and David Beckham are just a few of the many
celebrities who are considered to be brands (Towle 2003).
According to Keller (2003), brand management helps the brands of companies (in
this case, celebrities) identify objectives for growth and create marketing programs to
support their objectives. One way to sustain a brand is to offer brand extensions.
Celebrities are developing their own branded products in record numbers to boost their
value with their consumers. The celebrity is considered the brand, whereas the products
he/she produces and markets are considered the brand extensions. Most celebrity brand
extensions develop naturally from the celebrities’ core skills and reputations in closely
related areas (Pringle 2004). The fragrance industry is an example of how celebrities
extend themselves into a product category (CBS News Feb. 22, 2007). This industry has
experienced a growth in celebrity branded fragrances which account for 6 percent of the
total fragrance market and has led to millions to the industry (Horyn 2005). The
fragrances of Britney Spears have sold more than 10 million pieces worldwide,
accounting for $300 million in two and half years; this success occurred in spite of her
past negative publicity (CBS News Feb. 22, 2007). In addition, she launched a new
fragrance, Radiance, in 2010. While the fragrance industry is an ideal example of
celebrity brand extensions, consumers also see celebrities develop products outside their
related area. For example, real estate tycoon Donald Trump markets bottled water,
luggage, a fragrance, mattresses and vodka, even though he does not drink alcoholic
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beverages. The Trump Super Premium Vodka became the hottest selling celebritybranded spirit in 2006 and is part of a new wave of celebrity-branded alcohol (Kiley
2007). Academic research has focused primarily on brand extensions offered by
established companies and organizations as well as on celebrities as endorsers of products
and services.
Purpose of the Research
The use of celebrities in marketing and advertising is not a new concept; however,
there has been a shift from celebrities as endorsers to developers of their own brands and
product lines. Having a recognizable name and face with a brand is invaluable. To better
understand the effective use of celebrities in marketing and advertising, it is important to
examine celebrities not only as endorsers but as brands. Academic literature has explored
the concept of celebrities as endorsers but has failed to fully address celebrities as
marketable brands. Because consumers have a growing interest in celebrities and want to
emulate them, purchasing celebrity branded products allows consumers to own a piece of
their favorite celebrity’s fame. The overall research question of this study is “what
conditions make celebrities influential as brands and brand extensions?”
This dissertation explores the concept of celebrity brands by evaluating its
effectiveness and implications. First, a conceptualization of the celebrity as a brand will
be developed as a valuable construct for advertising and marketing researchers. Next,
this research will add to the current literature on brand extensions by exploring the
concept of perceived fit as it relates to the celebrity brand and brand extension concepts.
No research has been conducted on celebrity brands that have been successfully extended
into product categories inside as well as outside the celebrity’s expertise. Further, no
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study has examined the effectiveness of celebrity branding and brand extensions and the
influence of these types of celebrities in advertising. Finally, implications for this
phenomenon will be discussed. A detailed review of the important constructs will be
presented in Chapter 2.
Organization of the Dissertation
This dissertation is divided into six chapters:
Chapter 1: Introduction and Overview of the Research
Chapter 2: Literature Review
Chapter 3: Conceptual Model and Hypotheses
Chapter 4: Research Methodology
Chapter 5: Hypothesis Testing
Chapter 6: Discussion and Conclusion
The literature review presented in Chapter 2 covers several bodies of research,
including celebrity endorsers and source credibility; branding, with a focus on
attachments and brand extensions with perceived fit and spillover effect as well as
celebrity entrepreneurs with perceived involvement. Chapter 3 presents the conceptual
model and hypotheses. Chapter 4 outlines the research methodology including research
design, data collection and measures. Finally, Chapter 5 discusses the hypothesis testing
and data analysis with Chapter 6 provided the final discussions and conclusions for this
dissertation.
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CHAPTER 2
LITERATURE REVIEW
The chapter begins by reviewing the streams of literature that support this study.
First, the concept of celebrities as endorsers is discussed because it provides the
conceptual foundation that celebrities are important to the effectiveness of advertising.
The literature on source credibility, match-up and meaning transfer are also discussed.
Next, the brand literature is examined because it supports the relationship between the
celebrity and brand management, including the role of attachments. The construct of
celebrity brand will be developed in this section. Moreover, the literature on brand
extensions and the concept of perceived fit will be explored as it relates to celebrity
branded products. Finally, celebrity entrepreneurs and perceived involvement will also be
discussed.
A celebrity is defined as someone who has a “clearly defined personality and
reputation” (Pringle and Benit 2005). Celebrities are known for a special skill in a
specific field which has brought them into the public’s spotlight; however, some
celebrities, like Paris Hilton, are known for just being known. As noted, the marketing
concept can apply to people (Kotler and Levy 1969). Kotler (1997) stressed that
marketing has a social side, whereas “individuals and groups obtain what they want and
need through creating, offering and exchanging products of value with others.”
Celebrities realize for them to remain in the minds of their consumers, they must manage
their identities and offer something more than themselves. Thus, celebrities offer
branded products to their consumers. More marketing and brand firms are dedicated to
the management of human brands, defined as “any well-known persona who is the
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subject of marketing communications,” and the development of building emotional
relationships with consumers (Thomson 2006). Celebrities have intangible assets like
services, but when celebrities brand products, the intangible nature now becomes tangible
to consumers with marketable products which allow consumers to own a “piece” of the
celebrity (Towle 2003).
Branding is known for attaching a “label” and “meaning” to a product, service,
person, and other marketable things (Keller 1998). For brands to maintain their places in
the marketplace and to improve in preferences of consumers, celebrities as endorsers
provide brands instant fame and credibility (Pringle 2004). Thus far, academic research
has focused on these relationships that celebrities have with brands as endorsers;
however, celebrities are now branding themselves and offering their own products with
their marketed names. For the purpose of this study, a celebrity brand is defined as a
clearly defined personality and reputation who professionally labels, manages and
promotes him/herself to consumers through this unique image.
Celebrities are evolving from personalities to brands partly because of the number
of celebrities in the entertainment industry. Being just a celebrity has become generic,
and branding allows the celebrity to stand out in the crowded entertainment industry.
The literature on celebrity endorsers is extensive; however, there is little research
focusing on celebrities as brands. The retail trade media has discussed an overlap
between the retail and entertainment industries with retail brands, consumer brands,
sports brands and human (celebrity) brands all converging (D’Loren 2007).
Celebrities have become more than endorsers of companies’ products and are
producing their own branded products in record numbers. Pringle and Binet (2005)
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identified the “most intimate” of relationships between the star and brand is ownership,
where celebrities actually develop and market their own products. Retailers are piling on
celebrity brand lines to appeal to a number of demographics and differentiate themselves
from other retailers (Casey 2006). Macy’s department stores hoped to change
consumers’ perceptions of the retailer by featuring American celebrities and their product
lines in its television advertising campaign to entice consumers to shop during the
holiday season (Eckberg 2007).
Popular celebrity brands like Michael Jordan, Jennifer Lopez, Mary-Kate and
Ashley Olsen, and Martha Stewart have all successfully marketed their own products.
Michael Jordan may be known for his endorsements of products like Hanes and
Gatorade, but his Air Jordan brand with Nike reached $1 billion in revenue in 2009
(Rovell 2009). Jennifer Lopez began as a dancer and became a singer and movie star, but
in 2001 she launched her own brand – JLo. In 2008, her holding company Sweetface
Fashion Company, co-run by Andy Hilfiger (Tommy Hilfiger’s brother) and Lopez,
generated $5.8 million in revenue (reported by Yahoo.com). Her branded empire
includes five fragrances, albums, fashions (ready to wear, swimwear, lingerie, footwear
and accessories), a Cuban restaurant and reality show – all under the Jennifer Lopez
brand name. In 2010, Lopez and her husband Marc Anthony announced the development
of a lifestyle brand with mass retailer Kohl’s. The product lines will begin with apparel
and accessories and grow to include shoes and home goods.
Mary-Kate and Ashley Olsen are one of the youngest brand empires through their
Dualstar Entertainment Group. Starring on the show “Full House” as infants, the Olsens
have sold $1 billion a year of “tween-oriented” merchandise since 1993 under the Mary-
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Kate and Ashley brand name (Goldman and Blakeley 2007; Towle 2003). Their products
include made-to-video movies, a magazine, clothing line, footwear, cosmetics, fragrance,
accessories and even rugs. They have also launched more upscale brands, including The
Row and Elizabeth and James, to appeal to new and older demographics. Martha Stewart
is a brand who has experienced personal ups and downs, including five months in jail for
insider trading. According to Forbes Magazine, Martha Stewart is the third richest
women in the entertainment industry with her Martha Stewart Everyday line generating
$1 billion in sales in 2006 (Goldman and Blakeley 2007). Marketing houseware products
at once at K-Mart and now at Macy’s, Stewart’s products hit all demographic levels. She
also has her own daily talk show, satellite radio show, several monthly magazines, books,
DVDs, and greeting card line; she even recently launched custom homes under her name.
Celebrity Endorsers
Most of the academic research on celebrities considers them as endorsers of
products and brands. The use of a celebrity endorser is very common in advertising, and
research has found celebrities to be more effective than other types of endorsers (Amos,
Holmes and Strutton 2008; Atkins and Block 1983; Agrawal and Kamakura 1995;
Erdogan 1999; Friedman and Friedman 1979; Silvera and Austad 2004;). According to
Atkin and Block (1983), celebrity endorsers are popular with marketers and advertisers
because they possess attractive and likable qualities; in addition, their fame attracts
attention to the products being endorsed.
A celebrity endorser is “any individual who enjoys public recognition and who
uses this recognition on behalf of a consumer good by appearing with it in an
advertisement” (McCracken 1989). Moreover, an endorsement by a celebrity refers to
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the testimonial use, promotion or association with a product or service (Swerdlow 1984).
McCracken (1989) posits that endorsers can be explicit (I endorse this product), implicit
(I use this product) or co-present (celebrity just appears with a product in an
advertisement). Despite their effectiveness, celebrity endorsements can be risky as seen
recently with Tiger Woods. Celebrity branding may be considered a better option,
because the risk is placed on the celebrity than the separate corporation which may use
endorsers to market products.
Celebrity endorsers have served an important role in advertising. They have been
well researched on a number of topics, including source credibility (Goldsmith, Lafferty
and Newell 2000; Ohanian 1990), celebrity-brand congruence or match-up (Friedman
and Friedman 1979; Kahle and Homer 1985; Kamins 1990; Till and Busler 1998) and the
cultural foundations of endorsement known as meaning transfer (McCracken 1989).
Ohanian (1990) developed a source credibility scale based on trust, expertise and
attractiveness that has been well cited in the celebrity endorsement literature. Further,
Kamins (1990), Till and Busler (1998), and Stafford, Stafford and Day (2002) all discuss
the concept of “match” between the celebrity and the product/service endorsed for
success. Finally, McCracken (1989) discussed effective celebrity endorsements through
meaning transfer. Recently, Thomson (2006) introduced the concept of human brands
which will be discussed under the branding literature. These ideas will serve as the
foundation for the development of the celebrity brand concept.
Source Credibility
Grounded originally in education, the source credibility literature spans more than
60 years of research. Credibility is defined as the set of perceptions that a receiver holds
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toward a source (Bush, Moncreif and Zeithaml 1987). The source credibility model is
based on a recipient’s perception of the source to possess the relevant knowledge and/or
experience which result in trust of the source to give unbiased information (O’Mahony
and Meenaghan 1997/1998). A credible source, including celebrities, can provide
information that influences beliefs, opinions, attitudes and even behaviors through
internalization, a process where receivers are persuaded by the source based on their
personal attitudes and values (Erodgen 1999). It has been studied as a uni-dimensional
and multi-dimensional construct.
Hovland and Weis (1951) evaluated sources based on expertise and
trustworthiness and found a sleeper effect. Expertise refers to the “knowledge,
experience and skills possessed by an endorser,” whereas trustworthiness is the “honesty,
integrity and believability of an endorser” (Erodgen 1999). It was found that for some
individuals low credible sources may increase persuasiveness in certain situations. While
research has found that highly credible sources are more persuasive than low credible
sources in changing attitudes and gaining behaviors, it depends on the audience receiving
the communication (Pornpitakpan 2004). Celebrities may not be perceived as credible
sources for all product categories; it depends on their match with the product endorsed.
However over time, the value placed by consumers on the credibility of celebrities has
become stronger. Bush, Moncreif and Zeithaml (1987) evaluated source credibility with
an interaction between the type of profession and the source (spokesperson) and found
that credibility was situation specific.
Perceptions of the source have also been studied. Hovland and Mandell (1952)
tested the persuasiveness of a message depending on whether the communicator draws a
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conclusion at the end of a presentation to an audience. Audiences are more likely to
change their minds if a conclusion is provided. This study has implications for the
effectiveness of celebrities in advertising. Celebrity brands may be perceived as more
credible if the celebrity is seen as the owner of the information about the product as well
as the developer of the product.
Source credibility has been found to be a multi-dimensional construct (Bush,
Moncreif and Zeithaml 1987; Wilding and Bauer 1968). Wilding and Bauer (1968)
applied the source credibility literature to a marketing context investigating the
relationship between a communication source and the goals of the receiver. The authors
suggested that communication sources have four dimensions: competence, truthfulness,
power and likability. In addition, the receiver of the message or the consumer is
categorized as problem solvers or psycho-socializers. Those who categorized themselves
as problem solvers reacted independently of their assessment of the source, while psychosocializers were more dependent on the source of the message for their assessment. This
research set the foundation to consider not only the source but also the receiver and led to
the elaboration likelihood model. Other research has supported the need to choose
spokespeople carefully, recommending that advertising managers find proper fit between
the profession and the chosen spokesperson for the advertisement to be effective (Bush,
Moncreif and Zeithaml 1987; Freiden 1984). Understanding more about the receiver of
the information can provide insight into the strength of celebrities in advertising. Freiden
(1984) found that age (older versus younger) may respond to spokespeople in different
ways. Further, Tom, Clark, Elmer, Grech and Masetti (1992) suggested that gender may
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matter, assuming that the celebrity spokesperson’s gender should match the gender of the
target audience.
Twenty years ago, researchers shifted their focus from examining spokespersons
overall to focusing on celebrities as effective communicators of advertiser’s messages.
Ohanian (1990) developed a reliable and valid measurement scale to better understand
celebrity source credibility. She identified three dimensions (attractiveness,
trustworthiness and expertise) but concluded that high credibility does not lead to a more
persuasive message. This scale has been widely used to better understand celebrity
credibility as well as other communicators. Ohanian (1991) expanded her work by
assessing the influence of these three dimensions on purchase intentions; she found that
the celebrities did have an impact on the respondents intentions to purchase with
expertise identified as the most important factor. Yet most celebrities may not actually
be experts with their own branded products. For example, Reese Witherspoon is a movie
actress who recently launched a branded fragrance with Avon. According to Ohanian’s
study, consumers may purchase Witherspoon’s fragrance even though she is not an
expert on perfumes; however, the question remains if all celebrity brands are successful
when source credibility is considered to be low. Most celebrities do not have the
expertise with their branded products, but consumers still seek these celebrity branded
products.
Tripp, Jensen and Carlson (1994) looked at the effect of multi-endorsements by
celebrities on consumer attitudes and intentions. Unlike Ohanian, source credibility was
measured with expertise, trustworthiness and likability, not attractiveness. They found
that as the number of the products endorsed increased, the credibility (trustworthiness,
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expertise and likability) decreased as did ad and brand evaluations as well as purchase
intentions. If multiple endorsements hurt celebrities, what are the effects of branding and
brand extensions on celebrities? It is logical to assume the more products that a celebrity
develops and markets under his/her brand, the strength of consumer’s attitudes and
purchase intentions may decrease, more importantly if these products are considered to
be outside the celebrity’s known genre.
Lafferty and Goldsmith (1999) and Goldsmith, Lafferty and Newell (2000)
developed a model of endorser credibility and corporate credibility as they relate to
attitudes toward the ad and the brand. They define endorser credibility as the perception
that the source (person) possesses expertise on the topic and can be trusted to give an
objective opinion on the topic (Goldsmith, Lafferty and Newell 2000). They defined
corporate credibility as a separate construct. Corporate credibility is the reputation of the
company that developed the product (Lafferty and Goldsmith 1999). These studies found
endorser and corporate credibility to be strongest with high credibility sources; however,
endorser and corporate credibility were independent of each other. Endorser credibility
was strongest with attitudes toward the advertisement, whereas corporate credibility had a
stronger relationship with attitude toward the brand. While at one time endorser
credibility was thought to play an important role in consumer reactions to advertisements,
these studies found that corporate credibility also plays an important role. Because a
celebrity brand can be equated with the corporate credibility construct, it is proposed that
a celebrity brand would have higher levels of attitudes toward the brand and purchase
intentions than an advertisement with a celebrity endorser.
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Jain and Posavac (2001) evaluated how source credibility impacted the receipt of
experience and search claims by examining low versus high-credibility sources. With no
prior knowledge of brand’s quality, highly credible sources for experience attributes were
more persuasive, while source credibility did not matter as much for search attribute
information. Experience claims from a low credibility source were not as effective; there
is also a need for more information from expert opinions in the decision process. Search
claims are more cognitive and do not rely on expert opinions to help make a decision.
Celebrity brands may be more successful if they are considered to possess more
experience attributes; thus they may be seen as more credible sources.
Evaluating five decades of research on source credibility, Pornpitakpan (2004)
suggested that high-credibility sources are more persuasive than low-credibility sources
in changing not only attitudes but also behaviors. His analysis of the source credibility
literature shows that a variety of source variables can affect consumers’ attitudes. In
addition, sources in advertisements need to be targeted to the specific audience.
Pornpitakpan (2004) provides suggestions on how marketers can enhance the
persuasiveness of the advertisements with either a high or low credibility spokespersons
and identifies 16 future areas of research.
Celebrity-Brand Congruence (Match-up)
Celebrity-brand congruence, also known as “match-up,” refers to the
characteristic of similarity between the celebrity and the brand the celebrity is endorsing.
A successful match between an endorser and a product occurs when “the highly relevant
characteristics of the spokesperson are consistent with the highly relevant attributes of the
brand” (Misra and Betty 1990). Most research agrees that a successful match between
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product and endorser produces a more effective advertisement, and in particular the
attractiveness of the endorser and product (Kahle and Homer 1985; Kamins 1990; Liu,
Chen and Jiang 2007; Till and Busler 2000).
Mowen and Brown (1981) recognized the lack of research to understand the
relationship between the endorser and the product. Based in balance theory and
attribution theory, the study manipulated distinctiveness and consensus for three wellknown celebrities. Unfortunately, they did not find support for their hypotheses. Kahle
and Homer (1985) proposed that attractiveness and likability may play an important role
in the match-up between the celebrity and brand. The authors predicted the congruency
between the perceived attributes of both the celebrity and the brand could enhance the
product and advertisement’s effectiveness. An example of this concept is Tom Selleck
and a luxury sports car (Kamins 1990). The attractive image of Tom Selleck is congruent
with the image of the product. Using social adaption theory, Kahle and Homer (1985)
suggest the use of an attractive model in a magazine advertisement can enhance a reader
to pay attention to the ad even if the reader is not involved with the product. The
attractiveness of a celebrity can provide the necessary image for the product. In their
study, Kahle and Homer (1985) tested the match-up concept by manipulating celebrity
physical attractiveness, likability and participant’s product involvement in an
advertisement for disposable razors. The findings indicated that attitudes and purchase
intentions for the product were stronger when the celebrity was attractive than when the
celebrity was unattractive. However, for this study, the product was also considered to be
attractive.
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Kamins (1990) attempted to expand the research by Kahle and Homer (1985) by
fully testing the attractiveness aspect of the match-up hypothesis. In this study, a 2x2
experiment manipulated both the attractiveness of the celebrity and the attractiveness of
the product. The findings concluded that for attractive-related products, physically
attractive celebrities increased spokesperson credibility and attitudes toward the
advertisement compared to the physically unattractive celebrities. However, physically
attractive celebrities compared to physically unattractive celebrities had no effect on
credibility and attitudes for an attractiveness-unrelated product.
Kamins and Gupta (1994) also found that the stronger the congruency between
spokesperson and product resulted in increased believability and attractiveness of the
spokesperson as well as more favorable attitudes toward the product. Another study
found that consumers expect congruency between celebrity endorsers and the products
that they endorse, and the success of the endorsement is contingent on this perceived
congruence (O’Manony and Meenaghan 1997/1998).
Misra and Beatty (1990) expanded the research by Kahle and Homer (1985) by
empirically testing the celebrity-brand congruency considering both recall and affect.
They based their research in schema theory which provides structure to experiences and
helps determine what information will be processed and retrieved in the memory. Misra
and Beatty (1990) proposed that consumers use their person-schema to compare the
characteristics of the celebrity with the attributes of the advertised brand, basing this on
the degree of congruence between the two. This degree of “fit” may influence the recall
of the new information in the advertisement. Using a 3 (congruence, incongruence and
irrelevant brand) x 2 (celebrity) design, the study tested the recall and affect of fictitious
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brands. The results found recall was more significant when the endorser was congruent
with the brand. In addition, brand affect was more significant for the congruent brands
than the incongruent and irrelevant brands.
While most research has looked at celebrity-product match-up based on physical
attractiveness of the endorser, Till and Busler (1998) explored the issue of attractiveness
versus expertise as important characteristics for effective celebrity endorsements. The
study found that expertise could be more effective than attractiveness for celebrity
endorsers, citing Michael Jordan as a more effective endorser based on his athleticism for
Nike and Gatorade than as a spokesperson for WorldCom communications where he has
no expertise. Their study found that “fit” or “belongingness” were important variables to
understand match-up effects (Till and Busler 2000).
More recently, Liu, Chen and Jiang (2007) conducted a study to better understand
the relationship between purchase intentions of consumers and the attractiveness of
endorsers based on the match-up with the product. Testing different celebrities with three
levels of attractiveness (high, medium and low), they found that attractiveness had a
positive effect on purchase intentions even if the match-up between the endorser and
product was low. That is, highly attractive endorsers were more influential on purchase
intentions regardless of the match-up.
The research of Lee and Thorsen (2008) addressed whether a mismatch of
celebrity and products could be persuasive, basing this idea on the real world examples of
celebrity endorsers who have little relationships with the products they endorse. The
researchers posit that congruence may be more of a continuum as opposed to categorical
(congruent versus incongruent), and the link between endorser and product may be on

18

that continuum between a perfect match and mismatch. Two experiments were
conducted to address match-up on a continuum (extreme match, moderate mismatch and
extreme mismatch) rather than just two categories. The studies found that celebrity
endorsements with moderate product mismatch had more favorable purchase intentions
than the extreme match and extreme mismatch, depending on how involved the
respondent was with the product. For example, the study tested movie star Brad Pitt with
three products: vacuum (extreme mismatch), candy (moderate mismatch) and cologne
(extreme match). Those respondents who were more involved with candy had stronger
purchase intentions when the product was endorsed by Brad Pitt.
The concept of perceived fit in the brand extension literature directly relates to the
match-up concept. Like match-up, perceived fit assumes that a link occurs between the
parent brand and its brand extension. While perceived fit is similar to match-up, the two
constructs are distinct and in different streams of research. Match-up relates to celebrity
endorsers; perceived fit relates to brand extensions (see Table 1). Perceived fit will be
discussed further under the brand extension section. While match has been established in
relation to celebrity endorsers and products, there has been no research to understand this
principle as it relates to celebrity brands.

Table 1.1
Match-up and Perceived Fit Literature (cont.)
Study
Kahle and Homer
1985

Topic
Match-up

Conclusions
Attractiveness and likability play important role in
match-up between celebrity and brand.

Kamins 1990

Match-up

Found physically attractive celebrities enhance
credibility and attitudes for attractive products.
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Table 1.1
Match-up and Perceived Fit Literature (cont.)
Study
Misra and Beatty 1990

Topic
Match-up

Conclusions
Recall and affect of brand are significantly higher
when spokesperson is congruent with brand.

Aaker and Keller 1990

Perceived fit

Consumer’s evaluation of brand extensions are
more positive when quality, fit and difficulty are
perceived.

Boush and Loken
1991

Perceived fit

Brand extension typicality and brand breath have
significant effects on consumer’s evaluations of
brand extensions.

Park, Milberg, and
Lawson 1991

Perceived fit

Perceived fit for brand extensions is defined based
on consistency and similarity, where the most
favorable attitudes occur when brand extensions
are made with high brand concept consistency and
high product feature similarity.

Keller and Aaker 1992

Perceived fit

Favorable extensions may be more successful for
high quality products versus average quality
products when considering sequential brand
extensions.

Walker, Langmeyer,
and Langmeyer 1992,
1993

Match-up

Mismatch between endorser and product could
have devastating implications for product
meaning.

Kamins and Gupta
1994

Match-up

The stronger the congruency between
spokesperson and product resulted in increased
believability and attractiveness of the
spokesperson as well as more favorable attitudes
toward the product.

Broniarczyk and Alba
1994

Perceived fit

When a consumer’s knowledge of a brand is high,
the brand-specific associations (consumer’s
perception of perceived fit) provide the link
between the parent brand and the brand extension
which is in a dissimilar category.

Bhat and Reddy 1997

Perceived fit

Perceived fit is evaluated based on product
category and brand image.
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Table 1.1
Match-up and Perceived Fit Literature (cont.)
Study
O’Manony and
Meenaghan 1997/1998

Topic
Match-up

Conclusions
Consumers expect congruency between celebrity
endorsers and the products that they endorse, and
the success of the endorsement is contingent on
this perceived congruence.

Till and Busler 1998

Match-up

Expertise could be more effective than
attractiveness for celebrity endorsers.

Till and Busler 2000

Match-up

“Fit” or “belongingness”are important variables to
understand match-up effects.

Bridges, Keller, and
Sood 2000

Perceived fit

“Explanatory links” between the brand and its
extension need to be communicated in order to
achieve higher perceived fit.

DelVecchio 2000

Perceived fit

Consumers base their concepts of fit on the
brand’s core values.

Lane 2000

Perceived fit

Ad repetition and brand associations may alter
congruency of parent brand and brand extension
evaluations allowing brand to stretch.

Bottomley and Holder
2001

Perceived fit

The quality of the brand is an important predictor
of how consumers evaluate brand extensions,
whereas good fit may not need to occur on
multiple dimensions to be well received by the
consumer.

Bhat and Reddy 2001

Perceived fit

Companies should be more concerned that the
extension fits the overall image of the brand and
not just the physical similarities between the
extension and the brand.

Yeung and Wyer 2005

Perceived fit

Perceived fit may not be needed if consumers feel
good about a core brand, they may evaluate its
extension favorably, even if the extension is
highly dissimilar to the core.
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Table 1.1
Match-up and Perceived Fit Literature (cont.)
Study
Volckner and Sattler
2006

Topic
Perceived fit

Conclusions
Fit between the parent brand and an extension
product is the most important driver of brand
extension success, followed by marketing support,
parent-brand conviction, retailer acceptance, and
parent-brand experience.

Liu, Chen, and Jiang
2007

Match-up

Attractiveness of spokesperson can affect
purchase intentions in particular when match-up is
low.

Lee and Thorsen 2008

Match-up

Celebrity endorsements with moderate product
mismatch have more favorable purchase
intentions than the extreme match and extreme
mismatch, depending on the how involved the
respondent was with the product.

Yorkston, Nunes, and
Matta 2010

Perceived fit

Perceptions of fit are affected not only by the
characteristics of the product but also the
characteristics of the consumer.

Meaning Transfer
While source credibility and match-up have served as guiding philosophies for
understanding the effectiveness of celebrity endorsers, the meaning transfer model
presents the idea that the effectiveness of celebrity endorsers stems from the cultural
meaning in which they are endowed (McCracken 1989). A celebrity brings a symbolic
meaning to an endorsement, and this meaning “transfers” from the celebrity to the
product and from the product to the consumer. Celebrities are highly individualized and
do not bring just a single meaning, but a variety of cultural meanings to an endorsement.
Celebrities can communicate more than gender, age and status; they also offer personality
and lifestyle that cannot be portrayed by anonymous models (McCracken 1989). For
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example, the meaning transfer model assumes that celebrities can transfer specific
meanings that are relevant to that product or brand. While many may see Ellen
DeGeneres as a comedian or talk show host, Cover Girl chose her to be a spokesmodel
for its Simply Ageless Foundation. Representing such characteristics as beauty and
ageless, Cover Girl also sought Ellen DeGeneres because she is witty, wise and strong,
characteristics of its consumers (www.covergirl.com).
The meaning transfer model assumes that a perfect match between the celebrity
and product is not needed for the advertisement to be a success because the celebrity
brings meanings and associations through the endorsement. The meaning transfer model
is a three-stage process. In the first stage, the celebrity acquires meaning from
him/herself in the public role in television, movies, sports, etc. McCracken (1989) states
some actors are typecasted which brings meaning to endorsements, citing Sylvester
Stallone as an example (p. 316). Sylvester Stallone brings meaning to his endorsements
from his best known portrayal of Rocky Balboa, an uneducated but good-hearted boxer.
In the second stage, the celebrity’s meaning is transferred to the product in the
advertisement. The advertisement not only presents the celebrity with the product, but
also all other people, objects, context and copy in the advertisement must easily present
the desired meaning to the consumer. In the last stage, consumers find the meaning of
the product in themselves.
Langmeyer and Walker (1991) were one of the first to empirically test
McCracken’s meaning transfer model. Using a response elicitation technique, the study
sought to identify, classify and categorize symbolic meanings found in a celebrity as well
as to better understand the process by which this meaning is transferred. The researchers
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solicited subjects to provide a list of celebrity endorsement pairs (celebrity and product)
and provide the meaning the celebrity gave to that product. Based on the pilot test,
actress and musician Cher and Scandinavian Health Spas were chosen for the next study
which identified the meaning that Cher brought to this brand. In addition, the authors
asked respondents to describe the type of celebrity who could endorse bath towels, an
unendorsed product, and the associations with this product if endorsed by a celebrity.
These studies supported McCracken’s meaning transfer model that celebrities can
provide cultural meaning to a brand and a non-branded product.
A follow-up study by the researchers better addressed the influence of celebrity
endorsers on generic products endorsed and the images evoked by these celebrities
(Walker, Langmeyer and Langmeyer 1992; 1993). Using hypothetical endorsements, the
study asked respondents via open-ended questions to assess the celebrity, the product’s
meaning and the advertisement featuring the celebrity and the product. The celebrities
were Madonna and Christie Brinkley, and the products were bath towels, blue jeans and
VCRs. The study concluded that the meaning of the celebrity does influence the meaning
of a product; specifically when the product had little meaning, the celebrity’s meaning
was transferred to that product. Walker, Langmeyer, and Langemeyer (1992; 1993)
suggest that a mismatch between the endorser and the product can have devastating
implications for product meaning.
Celebrity Brand
According to the American Marketing Association (2010), a brand is “a name,
term, design, symbol, or any other feature that identifies one seller's good or service as
distinct from those of other sellers.” A brand is a company’s most valuable asset (Keller
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1993). It is important to note that brands are made, not born (Keller and Lehmann 2006),
very much like celebrities themselves.
Just like corporate brands, celebrities can be professionally managed and have
associations, images and features (Thomson 2006). Corporations hire celebrities as
endorsers because celebrities possess their own “brand equity” (Edwards and LaFerle
2009). Further, celebrities provide brands instant fame and credibility (Pringle 2004).
The media have recognized the growing trend in the celebrity brand segment for
marketing; however, academic research has failed to address the viability of this concept
and has only focused on celebrities as endorsers.
Celebrities and their branded products are everywhere. According to a CBS News
report, a few years ago, there were less than 100 celebrity brands in a few industries, but
today there are more than 1,000 celebrity brands which cross over into a variety of
industries (Feb. 22, 2007). Some people attribute this growth to consumers’ comfort
level with celebrities; consumers want to be “like Mike.” Through buying celebrity
branded products, consumers are able to have a little bit of the celebrity’s fame, and
celebrities have ready-made markets with their fans (Tozzi 2007).
Pringle and Binet (2005) identified the most ‘intimate’ of relationships between
the star and brand as ownership, where the celebrity actually develops and markets
his/her own products.

The authors use ex-heavyweight champion George Foreman as

an example. Foreman has sold more than 30 million “Lean Mean Fat Reducing Grilling
Machines” worldwide since 1996, generating $375 million in sales in 2002 alone (Pringle
and Binet 2005).

25

As noted, the unique concept of celebrities as brands has not been a focus of
research. As the concept of celebrities evolves, it is important to understand this growing
approach. The extensive literature on branding, and in particular, the studies on human
brands including attachments (Thomson 2006), brand equity (Keller 1993), brand
extensions including perceived fit (Aaker and Keller 1990) and brand-elicit affect
(Yeung and Wyer 2005) serve as a foundation for the development of the celebrity brand
concept.
Celebrity and Human Brands
Only four existing academic studies were identified that mentioned celebrities or
humans as brands: three are case studies (Berger 2001; Brown 2003; Vincent, Hill, and
Lee 2009), and the other empirically tested human brands (Thomson 2006). These
studies do not conceptualize celebrity brands; rather they provide the foundation that
celebrities can indeed be considered to be brands and note that further study is needed on
the celebrity brand concept.
Berger (2001) presented the case study of the Buffalo Bill, persona of William F.
Cody, as a celebrity brand. Based on the definition of a brand as a concept, Berger traced
the evolution of Buffalo Bill as a brand and showed that a person’s brand equity can
evolve from an unknown celebrity to one with worldwide status using advertising, public
relations and marketing communications strategies and techniques. Berger argued that the
concept of brand equity can apply to Charlie Chaplin, Pele, Muhammad Ali, Michael
Jordan and politicians like Ronald Reagan and Bill Clinton. In short, this case study
supports the idea that celebrities can be brands.
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The second case study by Brown (2003) labeled musician Madonna as a
“marketing genius,” because she has been successful at self-marketing and promotions.
Brown analyzed the marketing by Madonna based on the “seven S’s”: subversion,
scarcity, secrecy, scandal, sell-ebrity, storytelling and sublimity; he argued that Madonna
could provide many lessons about her “brand ambition.”
Vincent, Hill, and Lee (2009) developed a case study on world-class soccer
superstar David Beckham who has excelled in his sport as an athlete and endorser, and
has developed into a celebrity brand who has moved into the entertainment and fashion
industries. Through the case study, Beckham is presented as an iconic image with
multiple marketable personalities and identities that provide value to the many companies
he endorses, as well as his own brand label, dVb (David and Victoria Beckham), with his
wife. Vincent, Hill, and Lee (2009) called Beckham a chameleon because he has been
able to leverage his fame through a crafted image with different personalities in different
industries by his management firm 19 Entertainment. However, Beckham also has a very
loyal fan base that enabled him to gain multi-industry endorsement deals which
strengthen the brand equity of his persona and evolved into Beckham being considered a
brand himself.
Thomson (2006) is the only study to address and empirically test “human”
brands. However, the purpose of his study was to advance self-determination research,
not to conceptualize celebrities as brands. Human brands are defined as “any well-known
person who is the subject of marketing communication efforts” and are one of the ways
that the concept of brands can be operationalized; it is a hybrid of person and brand
(Thomson 2006). The human brand concept encompasses all personas related to
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branding and is not exclusive to the concept of celebrities. Thomson cited the examples
of politicians and players of the National Basketball Association who must manage their
brand images and perceived quality. This multi-study empirically tests how consumers
form attachments with human brands, evaluating their needs of autonomous, relatedness
and competency. Autonomous refers to a consumer’s activities are self-chosen,
relatedness is defined as a consumer’s closeness with others, and finally, competency
refers to a consumer’s feelings of achievement and meeting of challenges throughout
his/her lifetime. Through the three studies, the consumer’s perceptions of autonomous
and relatedness as it related to him/herself were found to encourage strong attachments in
human brands; however, conditions like attraction and interaction should also be
considered in order for the attachment of a consumer and a human brand to grow.
Competency of the human brand was not a factor unless the human brand made the
consumer feel incompetent. Further, the studies also found support for a strong
attachment to be an important element in consumer-brand relationships. While these
studies helped to better understand why companies spend money on developing
relationships with celebrities, they do not address the differences in consumers’
perceptions of the effectiveness of celebrity brands and celebrity endorsers.
Attachments
Based on psychology, attachment theory helps to explain relationships between
humans. Originally, this theory described the relationships infants have with their
mothers and how these attachments evolved. Understanding how humans establish
attachments with other humans is an important concept to consider in celebrity research.
It has been established that consumers have psychological and emotional bonds
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(attachments) with human brands (Thomson 2006). However, the question remains
whether consumers become more attached because they think the celebrity has a financial
or personal stake in the product or just endorses the product. The concept of perceived
involvement will be discussed later.
Parasocial theory, which describes the one-sided, interpersonal relationships in
which one knows more about the other, provides the foundation to understand how
consumers form relationships and attachments with celebrities. To understand the
existence of these relationships between consumers and celebrities is to better understand
consumer decisions and the influence that these relationships can have on advertising.
Consumers develop relationships with celebrities through the use of the products that the
celebrities endorse as well as the brands that celebrities develop. By using the
celebrities’ products, the consumer can “be like Mike.” Measuring the intensity of these
relationships can provide valuable insight into the effectiveness of such advertising with
celebrity brands.
Attachment can take several forms, including possessiveness, social linkage,
favorite item attachment as well as a combination of the three (Wallendorf and Arnould
1998). While the study by Wallendorf and Arnould (1998) focused on objects, it found
that people’s attachments were more than functional with many having a symbolic
meaning behind their attachment. In addition, there was a gender, age and cultural
differences found with attachments. The study concluded that consumer’s attachments to
favorite objects are not an expression of loneliness but a representation of one’s
connection with others (Wallendorf and Arnould 1988).
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Ball and Tasaki (1992) evaluated the role of attachments in consumer behavior
and developed a measurement to better understand this concept. Attachment is defined as
“the extent to which an object which is owned, expected to be owned, or previously
owned by an individual, is used by that individual to maintain his or her self-concept”
(Ball and Tasaki 1992). This study evaluated attachment based on the public and private
selves. Respondents rated two of the 10 provided objects (family home, hobby item, car,
nice jewelry, living room decoration, shoes, souvenir, watch, television, and wallet)
based on attachment, emotional significance, social desirability, and materialism. The
study found that attachment does depend on the type of object and the stage of
ownership, but attachment is not related to social desirability and materialism. While
identity helps to understand the person, attachment is key to understanding the
relationships of possessions to their owners (Ball and Tasaki 1992).
Thomson, MacInnis and Park (2005) expanded this research by relating
attachments to brands. Through five separate studies, the authors developed a 10-item
measurement to understand the strength of consumers’ emotional attachments to brands,
reflected through three interrelated factors: affection, passion, and connection. The
study’s results suggest that “extremely strong attachments” are rare with brands and
marketers have some opportunity to enhance the strength of consumers’ emotional
attachments to brands.
Swaminathan, Stilley and Ahluwalia (2009) measured attachments based on
anxiety and avoidance. Anxiety refers to how a person views him/herself as positive or
negative, whereas avoidance refers to whether the person views others as positive or
negative. This study found that individuals with negative views of themselves are more
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likely to discriminate between brands based on their personalities. Individuals with
anxious attachment types can enhance purchase likelihood and brand choice when the
brand personality is associated with a trait that is important to them. This study helps to
understand how individuals develop relationships based on their self-concepts and their
concepts of others.
Brand Equity
Brand equity refers to “a set of assets (and liabilities) linked to a brand's name and
symbol that adds to (or subtracts from) the value provided by a product or service to a
firm and/or that firm's customers” (Aaker 1991). According to Keller and Lehmann
(2006), the brand is “one of the most valuable intangible assets” that a company can
possess. Brand equity results from marketing efforts that are attributed to the unique
nature of the brand, and it includes brand name awareness, brand loyalty, perceived
quality and brand associations (Keller 1993). Brand equity would not occur with similar
products or services that are not marketed under that brand name. Establishing strong
brand equity is a strategic initiative for companies, including celebrities who are trying to
break through the celebrity clutter. Celebrities are leveraging themselves into businesses
based on their brand equity (Pappas 1999).
Celebrities have been used to develop a company’s brand equity as well as
enhance a brand’s competitive position (Till 1998). In order to better understand the link
between celebrities and brand equity, Till (1998) developed a conceptual framework to
manage the celebrity endorsement process through the associative network and
associative learning principles. Till posits that the endorsement process provides an
associative link between the brand and the endorser. The associative link is a connectivity
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between the brand and endorser, where each becomes a meaningful part of the other.
Through associative learning, the associative link is built between the brand and endorser
using the following principles: repetition, overshadowing, blocking, belongingness, CS
pre-exposure, association set size and extinction. Till provided managerial implications
for marketers and advertisers on how to more effectively use celebrities.
Seno and Lukas (2007) offer a conceptual framework which outlines how
celebrity product endorsements create equity for both the product and the celebrity. The
authors feel that source-based and management-based factors influence the celebrity
product endorsement process which, in turn, can affect brand equity of the endorsed
product as well as the celebrity’s equity via his/her image as an endorser. The authors
posit that celebrity endorsers are actually co-branders with the products that they endorse.
Co-branding is defined as “pairing of two or more brands,” where there is a mutually
beneficial relationship between the two parties (Seno and Lukas 2007). For a co-brand
partnership to be success, both parties must create awareness and possess an image in the
minds of their consumers. While this study provides a unique conceptualization of
celebrity endorsers, it still focuses on celebrities as endorsers, not stand alone brands.
Brand Extensions
For brands to maintain their presence in the marketplace as well as to increase the
preferences among consumers, brands extend into other product categories. Brands
primarily grow through product lines and extensions (Keller and Lehmann 2006). Brand
extensions occur when an established brand name introduces a product in a different
category utilizing the brand name recognition and image to enter the new market (Aaker
and Keller 1990). Brand extensions have been well studied in academia as a successful
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strategic tool for corporations to leverage their brand names. Existing research in this area
has investigated the antecedents, processes and consequences of brand extension
evaluations (Yorkston, Nunes, and Matta 2010).
As celebrities establish and market themselves as brands, they are extending their
names into product categories both in and out of their respective genres. Through the
rich media of today, celebrities use their fame by building brand equity and name
recognition and then cashing in on this fame by attaching their brand names to some
sellable products or services, whether books, a doll or line of latex house paint (Pappas
1999). For example, basketball player Michael Jordan developed basketball shoes.
However, sometimes celebrities market brand extensions outside their chosen fields
which may not “fit” with the overall brand of that celebrity. While consumers associate
Michael Jordan with basketball shoes, he also markets his own fragrances called Jordan,
Michael Jordan, 23 and Michael Jordan Legend. Many celebrities have developed
clothing lines which feature their fashion sense; however, actresses and twins Mary Kate
and Ashley Olsen sell rugs via their website. A key question is whether the product of
rugs “fit” their celebrity brand image, as perceived by consumers.
One explanation for this mismatch of brand extensions with celebrities is based on
categorization judgments, where consumers recognize, differentiate and understand the
brand extension relative to the parent brand (Diamantopoulos, Smith, and Grime 2005).
The consumer labels the attributes of the parent brand and the brand extension to be
perceived as similar. A category exists when the consumer finds the two different objects
to be equal (Boush and Loken 1991). Thus, consumers develop impressions about
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celebrity brands and their extensions based on past judgments and given information in
advertising and promotions.
Perceived Fit
While considered an important construct when considering brand extensions,
perceived fit does not have a consistent definition in the literature (Bridges, Keller, and
Sood 2000). Perceived fit was originally defined as how a consumer perceives the brand
extension to be consistent or similar with the parent or established brand (Aaker and
Keller 1990). It was assumed that the parent brand and the brand extension shared
similar attributes that connected the two together. According to Aaker and Keller (1990)
and also supported by Boush and Loken (1991) and Volckner and Sattler (2006), the fit
between the parent brand and extension affects the evaluation of the extensions. An
example of a successful brand extension is Arm & Hammer which was originally
marketed as basic baking soda, but has developed numerous products over the years in
the oral care and laundry detergent product categories. Because baking soda is known for
its cleaning and deodorizing attributes, it lends itself well to these product categories.
It is believed that fit increases as consumers transfer positive brand associations to
the brand extension, which results in favorable evaluations of the brand extension (Aaker
and Keller 1990). To help evaluate perceived fit for products, Aaker and Keller (1990)
developed three measurements of fit between two product classes: substitute,
complement and transfer. Substitutes are defined as products which can replace one
another in satisfying a need, and complements are products which contain the same usage
context. Both of these are viewed from the demand-side or by the consumer. Transfer is
viewed from the supply-side and refers to a manufacturing skill which overlaps with what
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already exists. Keller and Aaker followed up this study and found that favorable
extensions may be more successful for high quality products versus average quality
products (Keller and Aaker 1992). They found that boundaries may exist when it comes
to brand extensions.
The definition of perceived fit was expanded by Park, Milberg, and Lawson
(1991) to include not only similarity but also brand concept consistency. They evaluated
extensions based on function-oriented versus prestige-oriented brands, showing that most
favorable attitudes occur when brand extensions are made with high brand concept
consistency and high product feature similarity. When the brand concept is consistent
with the brand extensions, prestige brands have a greater ability to extend to products
with low feature similarity than functional brands.
Broniarczyk and Alba (1994) introduced brand-specific associations which could
dominate the effects of brand affect and category similarity when evaluating brand
extensions. They proposed that fit is conceptualized based on the consumer’s perception,
whatever that may be. When a consumer’s knowledge of a brand was high, the brandspecific associations provided the link between the parent brand and the brand extension
which was in a dissimilar category. This research is important for the celebrity brand
extensions which are usually launched outside the celebrity genre. For example, both
movie director Francis Coppola and actor Paul Newman are known for marketing
beverage and food products. In 1975, Francis Coppola purchased a winery in Napa
Valley to develop and distribute his own self-branded wines. In 1982 Paul Newman
launched Newman’s Own salad dressings which has generated millions in sales to charity
and has evolved into several different product lines, including cookies and lemonade.
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Both personalities can be perceived as having little “fit” with their products; however,
both brands have been quite successful.
Bhat and Reddy (1997 and 2001) examined consumers’ overall evaluation of the
fit of an extension on two dimensions: product category fit and brand image fit. They
found that companies should be more concerned that the extension fits the overall image
of the brand and not just the physical similarities between the extension and the brand
(Bhat and Reddy 2001). Moreover, Bridges, Keller, and Sood (2000) measured
perceived fit based on the “appropriateness of the extension to the company, degree to
which the extension makes sense, fit between company and product, understanding of the
connection and confidence in explanation of why the firm is planning to introduce the
extension.” They argued it is important to establish “explanatory links” between the
brand and its extension in order to achieve higher perceived fit (Bridges, Keller, and Sood
2000). This study showed that negative attitudes from a brand extension with “bad fit”
can be overcome when certain information is communicated with the brand extension.
Aaker and Keller’s (1990) research was further analyzed by Bottomley and
Holden (2001) who agreed that consumers evaluate brand extensions by the quality of the
brand and the fit between the brand and the extension. However, unlike Aaker and
Keller, Bottomley and Holden found the quality of the brand to be an important predictor
of how consumers evaluate brand extensions. Moreover, Bottomley and Holden (2001)
found transferability and complementarily to be more important than substitutability, and
a good fit may not need to occur on multiple dimensions to be well received by the
consumer. Further, research has shown that consumers base their concepts of fit on the
brand’s core values (DelVecchio 2000). In short, the general belief is when perceived fit
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is high, consumers will transfer any positive associations from the brand to the extension
which results in a more positive evaluation of the brand extension (Boush and Loken
1991).
Although perceived fit is needed for a brand extension to be successful, it is
important to understand if brand extensions are applicable to the celebrity brand concept,
because most celebrities extend outside their chosen industry to appeal to a larger
audience, but they are challenged to not isolate their original core fans (Towle 2003).
Consumer research has shown that celebrity brand extensions are more successful when
the consumer has little risk when buying the celebrity brand extension (Wasserman
2006). For example, rapper Snoop Dogg developed a line of pet products, including
leashes, apparel, treats, toys and beds, and wedding dress designer Vera Wang had a hotel
suite named the Vera Wang Suite at the Halekulani Hotel in Honolulu. While consumers
may find a fit between these products and the celebrities, there is no research to indicate
how strong the perceived fit should be for celebrity brands. It could be assumed that
when a celebrity develops a brand extension, the celebrity’s status sells the product. If
this is the case, perceived fit toward the extension may be irrelevant.
Lane’s (2000) research proposed that incongruent extensions may not be
predisposed to failure as earlier research has shown. In past brand extension research,
congruent brand extensions would be evaluated more favorable than incongruent
extensions; however, Lane found that ad repetition and brand associations may alter these
evaluations and make brand stretch possible. Since celebrities are continuously featured
in the media and on the Internet, celebrity branded products outside the celebrities’
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known genre may be successful because of consumers’ continuous exposure to the
celebrities in the media.
Research by Yeung and Wyer (2005) supports the idea that celebrity brand
extensions may be successful without fit. They believe that “consumers who feel good
about a core brand may evaluate its extension favorably, even if the extension is highly
dissimilar to the core” (Yeung and Wyer 2005). This brand-elicited affect may also
provide the connection for consumers with celebrity brand extensions. Consumers are
more likely to be attracted to a product that has a familiar name. They then base their
feelings about this product on their feelings of the parent brand before they know the
product’s specifics or if the product is outside the brand category (Yeung and Wyer
2005). This research was further supported by a recent study that found fit exists in the
consumer’s mind, while perceptions of fit are affected not only by the characteristics of
the product but also the characteristics of the consumer (Yorkston, Nunes, and Matta
2010). Because of consumers’ connections with celebrities, measuring the perceived fit
of celebrity brand extensions will require consideration of the product characteristics as
well as the emotional ties consumers have with the celebrity.
Spillover Effects
Spillover effect, which includes positive and negative effects, is a construct
commonly mentioned in the brand literature as related to brand alliances, umbrella
branding and brand extensions. No research has evaluated the spillover effects of
celebrities on brands. Spillovers result when the information for one product (brand
extension) affects consumers’ perceptions for another product with the same brand name
(parent brand) (Sullivan 1990).
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Sullivan (1990) introduced a framework to analyze the spillover effects for
umbrella brands, which is the practice of labeling more than one product with a single
brand name. Utilizing the automotive industry, Sullivan analyzed two events which
resulted in substantial publicity. She concluded that a firm should not extend its brands
into markets that have uncontrollable risks. In addition, it was concluded that in order for
a brand extension to be profitable for a firm, the company must evaluate how the new
product will be considered as a substitute for other products currently under the umbrella
of brands. DeGarba and Sullivan (1995) continued the study by adding the element of
research and development as a determinant of product success.
Simonin and Ruth (1998) examined spillover effects as they related to the
growing phenomenon of brand alliances. A study was designed to better understand the
spillover effect of a brand alliance with an automobile and microprocessor companies.
The study was replicated twice. The results showed that consumer attitudes toward the
brand alliance influenced impressions of the brand of each partner in the alliance, known
as spillover effects. In addition, the brand familiarity of the partners moderated the
relationship between pre-attitudes and post-attitudes of the brands. Finally, each partner
brand was not equally affected by the other partner brand in the relationship.
Negative aspects can also have spillover effects on brand messages. Ahuluwalia,
Unnava, and Burnkrant (2002) found that consumers who are not familiar with a brand in
a message can be affected by negative information. However, when a consumer likes the
brand, positive information can affect the brand, and negative information can be
minimized. Three different experiments were conducted to gauge the effect of
information on consumers’ attitudes toward the product.

39

Balachander and Ghose (2003) examined the strategic decision to introduce brand
extensions which could favorably affect the image and the consumer’s ultimate choice of
the parent brand. Using scanner data, the authors found a significant reciprocal spillover
effect on the parent brand of two different products from the advertising of its brand
extension. They found that the advertising for the brand extension increased the
probability of consumers to choose the parent brand, more than the parent brand’s own
advertising.
Recently, spillover effects have been evaluated to calculate the monetary value of
brand extension using movie sequels as a function of movie brands (Henning-Thurau,
Houston, and Heitjans 2009). Henning-Thurau, Houston, and Heitjans (2009) calculated
the effect of the different variations of key extension product attributes, like participation
of actors/actresses in the sequel, on the monetary value. The study measured the forward
spillover effect and the reciprocal spillover effect which accounted for differences
between brand extensions and new original products in revenues and risk. Celebrity
brands and their brand extensions may have a variety of different attributes to consider
when evaluating their effectiveness.
Celebrity Entrepreneurs
A recent phenomenon appearing in the management literature is the concept of a
celebrity entrepreneur, which are companies started, financed, managed and owned by
celebrities to develop and promote their products (Hunter and Davidsson 2006). In 2004,
Inc. magazine named its top 10 list of celebrities from sports, movies, television, music,
and fashion who built businesses not only with their star power and financial investment
but also with their time to make a difference in the community (Lee and Turner 2004).
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Basketball great Magic Johnson topped the list with three corporations: Johnson
Development which specializes in building projects in urban neighborhoods, Magic
Johnson Enterprises which controls his image and name, and the Magic Johnson
Foundation, his non-profit organization.
The concept of celebrity entrepreneur is similar to, but distinct, from celebrity
endorsements because it presents the idea that the celebrity has a stronger financial stake
and decision-making role in the success of the product. It is also different from the
proposed celebrity brand concept because the celebrity brand may or may not have a
financial investment in the product. However, having a celebrity involved in a business
creates instant buzz in the media and with consumers (Tozzi 2007). Through his Bad Boy
Worldwide, Sean “P. Diddy” Combs feels that his role with his fragrances and clothing
lines is more than just as a celebrity endorser or brand; he is the designer who places an
emphasis on his level of quality and designs and not just his celebrity name (Naughton
2007).
Hunter and Davidsson (2008) propose that celebrity entrepreneurs are more
effective communicators for their products because of their vested interest. Some
celebrities offer their name and image to partner with an established retailer or apparel
company which already has existing manufacturing and distribution channels. However,
others like U2’s Bono and Oprah Winfrey enter into private equity corporations to
control and market their own brands. Former supermodel Kathy Ireland has a $1 billion
business selling apparel, flooring and lighting products using not only her fame to launch
these ventures, but utilizing her business sense to be a success (Tozzi 2006).
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Hunter and Davidsson (2006) suggest that past research on celebrity
endorsements assumed that endorsers were a homogenous group. However, they propose
that this is no longer the case because of the growth of media and its coverage of
celebrities. The literature fails to address the situational elements that link the celebrity
to the product; whether the celebrity uses the product, is paid to use the product, invested
in the product or actually helped to develop the product (Hunter and Davidsson 2006).
Attitudes could be altered based on this lack of information. Grounded in attribution
theory, Hunter and Davidsson’s study assumes that this information would alter
consumer’s feelings about the products and the celebrity. Celebrity entrepreneurs invoke
a deeper relationship between the celebrity and the product.
Perceived Involvement
Involvement is an important construct in marketing and advertising research that
has been found to influence individual purchases and communication behavior; however,
there are different views of involvement, and in particular, on how it is manipulated
and/or measured (Andrews, Durvasula, and Akhter1990, Laurent and Kapferer 1985).
The most popular definition of involvement is personal relevance (Petty and Cacioppo
1986; Zaichkowsky 1985). Zaichkowsky (1985) defines involvement as “a person's
perceived relevance of the object (product, advertisement, purchase decision) based on
inherent needs, values, and interests” (p. 342). Using this definition, a new involvement
is introduced called consumer’s perceived celebrity involvement which refers to the
celebrity’s passion with and commitment to product through possible ownership as well
as managerial and operational relationships with the product. Consumer’s perception of a
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celebrity’s role in the product’s development could be key to the perceived involvement
construct.
In addition, Petty and Cacioppo (1986) identified the elaboration likelihood model
(ELM), a dual-process model of persuasion. The two distinct routes of attitude change are
central and peripheral, respectively. In conditions of high involvement (e.g., high
motivation, opportunity, or ability to process information), consumers pay close attention
to the information which is presented. In contrast, when involvement is lower (e.g., low
motivation, opportunity, or ability to process information), processing is based on the
perceptions of superficial cues, like the attractiveness of the source, catchy slogans and
other characteristics. To encourage consumers to use central route processing,
advertisers try to make the message personally relevant to them. By increasing the
personal relevancy of a message, the advertiser can increase the motivation of the
consumer to consider the information (Petty, Cacioppo, and Schumann 1983). Although
each route can lead to persuasion, Petty and Cacioppo (1986) establish that attitudes
formed under higher involvement are stronger and more enduring. They also present that
celebrities can be key to making the information relevant to the consumer.
Involvement has also been defined as an indicator of what motivates a consumer
to personally process messages (Zaichkowsky 1985). Depending on the context, people
can be “involved” with advertisements, products, or purchase decisions (Zaichkowsky
1985). Thus, those individuals who are considered to be involved are more likely to
engage in positive or even negative behavior than those who are not involved.
Zaichkowsky proposed the 20-item Personal Involvement Inventory to evaluate the
motivational state of involvement based on needs, values and interests.
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Laurent and Kapferer (1985) suggested that the meaning of involvement depends
on the “antecedent conditions” that produce involvement. These five antecedent
conditions include the perceived importance of the product or the situation, perceived
sign value, perceived pleasure value and perceived risk. In addition, Zaichkowsky (1986)
determined three individual motivational states to involvement are personal reasons,
physical reasons and situational reasons.
Andrews, Durvasula, and Akhter (1990) tried to clarify the different definitions of
involvement by focusing on the individual and defining involvement as “an internal state
of arousal with intensity, direction and persistence properties” (p. 28). The authors
attempted to provide a framework to clarify the possible antecedents, consequences,
constructs and underlying properties of involvement. They identified four emerging
streams of involvement research, including attention/processing strategies,
personal/situational, audience/process and enduring/product. The authors concluded that
the manipulation of involvement cannot be assumed to be representative or a valid
measurement of involvement situations.
These definitions of involvement can relate to the celebrity brand concept. For
example, a consumer’s perception of a celebrity’s involvement level with the product’s
development might affect the consumer’s attitudes and behaviors. This idea was first
explored in the management literature as it related to celebrity entrepreneurs (Hunter and
Davidsson 2006; Hunter, Davidsson, and Anderson 2007, Hunter and Davidsson 2008).
Here, perceived involvement is defined as “a celebrity’s liking, passion, commitment and
enthusiasm for a product” (Hunter, Davidsson, and Anderson 2007). It is a unique
construct that helps consumers understand how involved the celebrity’s relationship is
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with a product (liking for and using product). Hunter and Davidsson (2006) feel that
involvement is the missing link in source models. Their findings suggest that the more
involved a celebrity is in the product development process will improve consumers’
attitudes toward the ad and brand. They operationalize involvement as two types:
emotional involvement and entrepreneurial involvement. Emotional involvement is
defined as the celebrity liking or using the product. Entrepreneurial involvement is
defined as the source provides information on ownership, managerial and operational
relationship with the product.
Conducting two separate experiments with more than 160 students, Hunter and
Davidsson (2006) assigned participants to one of three experimental conditions
manipulating celebrity Cameron Diaz’s involvement with an athletic equipment
company. They found that as entrepreneurial involvement increases, perceived
involvement also increases. If a celebrity communicates his/her entrepreneurial
involvement, consumers’ perceptions of the celebrity’s involvement will be enhanced and
improve consumer’s attitudes toward the advertisement and the brand. If the celebrity is
truly involved in the product more than as an endorser, it is important that the corporation
communicates this information to the consumers. These thoughts could change the way
companies interact with celebrities, encouraging new endorsement contracts with
celebrities as their involvement with the products and brands increases.
Moreover, like celebrity entrepreneurs, celebrity brands may produce deeper
relationships between the celebrity and the associated product, as viewed by the
consumer. According to Hunter and Davidsson (2006), with celebrity entrepreneurs, the
celebrities are the brand; they are not just simply endorsing it. As celebrities become
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more involved in the products that they endorse and develop, consumers will attribute
more of the claims about the product to the celebrity and less to external sources.
Television host Rachel Ray has become a household name in the kitchen through her
television shows, cookbooks and magazine, and she claimed that she was instrumental in
the development of her branded products even drawing the oval shape of her spaghetti
pot which is sold at stores like Kohl’s and Target (Goudreau 2010). Mainstream press
feels that it is important for celebrities to communicate that they are relevant to the
business venture for consumers to want to buy their products (Marcus 2009).
Chapter Summary
This chapter presented a review of the conceptually relevant research streams
surrounding the proposed constructs. A review of the celebrity endorsement research
confirms that celebrities are important to advertisers. Similarly, the branding literature
revealed that there is overwhelming support that brand extensions are most successful
with perceived “fit.” This review also noted that the current research has neglected to
conceptualize celebrities as brands and the opportunity that celebrity brands can be
extended into new product categories.
The next chapter incorporates several of the constructs presented in the literature
review into two conceptual models about celebrity brands and brand extension
effectiveness. In addition, the specific study hypotheses are presented.
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CHAPTER 3
RESEARCH MODEL AND HYPOTHESES
This chapter integrates the constructs discussed in Chapter 2 into a conceptual
model of celebrity brands and their brand extensions. The model is developed in two
stages: 1) a comparison of the perceived credibility between a celebrity brand and a
celebrity endorser and 2) the effectiveness of celebrity brand extensions. Based on these
models, research hypotheses were developed.
A Conceptual Model of Perceived Credibility of Celebrities as a Brand Extension
To better understand the effectiveness of celebrities as brand extensions, it is
important to first understand consumers’ perceived difference between the credibility of
celebrities as brands compared to the credibility of celebrities as endorsers. In the
celebrity endorsement literature, it has been supported that consumers perceive highly
credible celebrities to be effective. Celebrities as endorsers provide brands instant fame
and credibility (Pringle 2004). However, what happens to consumers’ perceived
credibility of the celebrity when the celebrity is considered to be the brand? By
understanding the perceptions that consumers hold toward a source whether as a celebrity
brand or as celebrity endorser can aid marketers and advertisers to develop more effective
and efficient marketing communication messages with celebrities.
While academic research is extensive on celebrities as endorsers, no study has
examined consumers’ perceptions of the credibility of celebrities as brands, in particular
the role of perceived fit in the relationship between the celebrity and the celebrity
branded product. Celebrity endorsers must “match” their products to influence attitudes
and purchase intentions; the brand extension literature also supports this idea with the
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concept of perceived fit, which finds similarity between a brand and its brand extension.
However, recent brand extension literature questions the need for fit between the brand
and its extensions; if the consumer loves the brand, fit may not matter (Yeung and Wyer
2006). In the case of endorsers, consumers expect congruency between celebrity
endorsers and the products that they endorse, and the success of the endorsement is
contingent on this perceived congruency (O’Mahony and Meenaghan 1997/1998). The
question remains what level of fit is needed for a celebrity brand.
A conceptual model (see Figure 1) was developed to incorporate the source
credibility literature and brand extension literature to understand which role, the celebrity
as a brand or as an endorser, elicits higher levels of perceived credibility based on the
perceived fit between the celebrity and the product.

Role of celebrity as a brand vs. endorser
H2a

H2b

H2c

Consumer’s
Perceived Celebrity
Credibility (expertise,

Consumer’s
Perceived Fit
Between
Celebrity and
Product

trustworthiness)

H1a

H3a
H1b
H1c

Attitudes
toward
Celebrity

Attitudes
toward
Product

H3b

Purchase
Likelihood
H3c

Figure 1
Conceptual Model of Perceived Celebrity Credibility
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Influence of Perceived Fit
The key conclusion in the brand extension literature is that consumers need
perceived fit to “make sense” of the extension (Keller and Lehmann 2006). Based in
associative theory, perceived fit is the connection between the parent brand and the brand
extension which aids in the consumers’ perceptions of the brand equity of the parent
brand. For celebrity brand extensions, perceived fit allows consumers to see the
association between the product’s attributes and the characteristics of the celebrity. This
concept is also supported in the celebrity endorsement literature known as match-up or
congruency. Several studies have shown that congruency between the celebrity endorser
and endorsed product has resulted in stronger perceived credibility and attitudes toward
the brand (Kamins 1990; Misra and Beatty 1990). Past brand extension research has also
shown support, whereas, the stronger the perceived fit between a parent brand and its
brand extension (product category) results in better evaluations of the extension (Aaker
and Keller 1990; Boush and Loken 1991; Volckner and Sattler 2006).
Most experimental studies have manipulated perceived fit as either high or low.
Only a few studies have shown that brand extension type should be considered at three
levels (low, moderate and high or near, moderate and far) (Ahluwakia, Unnava and
Burnkrant 2008; Barone, Miniard and Romeo 2000; Boush and Loken 1991; Keller and
Aaker 1992;). Using categorization theory, Boush and Loken (1991) suggested that when
an extension is not assigned category membership, consumers evaluate the attribute
information about the extension to better understand if there is a fit between the parent
brand and the extension. If the fit is high, the transfer is easy; however, in the case of
moderate, or even low, fit, more cognitive thoughts may be expected by the consumer.
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Since celebrity brands can be extended outside the celebrity’s genre, the role of the
perceived fit may be essential to the relationship between the celebrity brand and the
celebrity brand extension. Thus, comparing the extreme cases of fit (fit versus low/no fit)
is not an appropriate manipulation for celebrity brand extensions; it is rare that the images
of the celebrity are an exact fit or no fit with the product extension. Thus, a moderate
level of perceived fit should be considered for celebrity brand extensions. For the
purposes of this study, perceived fit will be manipulated as high, moderate and low.
Moreover, recent celebrity endorsement research has evaluated the role of
congruency on a continuum (Lee and Thorson 2008). Lee and Thorson (2008) found that
celebrity endorsements with moderate product mismatch had more favorable purchase
intentions than the extreme match and extreme mismatch. In addition in the schema
congruency literature, Mandler (1982) found more favorable evaluations for moderate
incongruent products than for congruent and extreme incongruent products. To my
knowledge, no academic study has evaluated perceived fit on a continuum; however, it is
assumed that the same effect from the congruency literature will result.
With celebrity brands, the attributes of the celebrity as a brand may easily transfer
to the celebrity brand extension. Thus, moderate fit celebrity brand extensions may be
more “successful” than those with high or low perceived fit. Thus, the following
hypotheses are extended:
H1: The perceived fit main effect is expected such that the moderate perceived
fit between the celebrity and the product will yield higher levels of a) perceived
source credibility, b) attitudes toward the celebrity and c) attitudes toward the
product, as compared to the products with high fit or low fit.
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H2: A significant effect between the role of the celebrity and perceived fit
is expected such that high or moderate perceived fit between the celebrity and
the product will yield higher levels of a) perceived source credibility, b)
attitudes toward the celebrity and c) attitudes toward the product, as compared
to the products with low fit.
Celebrity brands must be evaluated within the context of consumers’ attitudes
toward that celebrity and product as well as purchase intentions. By developing strong
brand awareness, consumers will have more favorable brand attitudes to the product
(Aaker 1991; Keller 1993). Since today’s culture is driven by celebrities and the need to
know more about these celebrities, it is proposed that celebrity brands will have a more
positive effect on consumers than celebrity endorsers. Thus, higher levels of attitudes
toward the celebrity may result because of the associations between the celebrity and the
brand which would be transferred from the celebrity to the product (McCracken 1989).
In this study, for celebrity brands, it is hypothesized that consumers’ perceived
credibility, attitudes toward the celebrity and their attitudes toward the product will more
likely influence purchase likelihood. Thus, the following hypothesis is extended:
H3: For celebrity brands, a) perceived celebrity credibility, b) attitudes toward
the celebrity and c) attitudes toward the product will yield higher levels of
purchase likelihood, compared to celebrity endorsers.
A Conceptual Model of Celebrity Brand Extension Effectiveness
Research on celebrities as endorsers is extensive; however, no study has evaluated
the effects of celebrities as brands and as a platform for extending into new product
categories, conceptualized here as celebrity brand extensions. Celebrities are appealing
for advertisers because their fame attracts attention to the product being endorsed (Atkins
and Block 1983). When a celebrity is attached to a brand, the brand now has a face,
name and personality that project an image of a living, breathing, credible person as
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opposed to a faceless corporate entity. The question remains though how effective
celebrities are as brands which produce brand extensions. Celebrities like Jennifer Lopez
and Donald Trump have been effective not only as endorsers, but also as celebrity brands
who have launched their own branded product lines. Case studies by Berger (2001),
Brown (2003) and Vincent, Hill and Lee (2009) have established several celebrities as
brands, and Thomson (2006) addressed consumers’ attachments to human brands.
However, academic literature has failed to address the effectiveness of the celebrity brand
extensions concept.
If it is accepted that celebrities are brands, then they can produce brand
extensions. Celebrity brand extensions can occur within or outside the celebrity’s own
genre. For example, Donald Trump is a well-known real estate tycoon, who owns
multiple business properties in New York City and throughout the country as well as
Trump branded casinos and resorts. He has also launched his own line of menswear,
accessories and watches (Donald J. Trump Signature Collection), fragrance (Donald
Trump the Fragrance), bottled water (Trump Ice), alcohol (Trump Vodka), and luxury
home mattress (Trump Home Mattresses). His menswear, Donald J. Trump Signature
Collection, can be perceived to “fit” the professional image of Donald Trump as the
businessman. That is, it is logical for consumers to comprehend that Donald Trump
could be an expert in the development of business professional clothing and accessories.
However, his fragrances and beverages (bottled water and vodka) could be considered a
“mismatch” because it is assumed that businessmen may not be knowledgeable about
these types of products, but it is the aspirational image of Donald Trump which sells
them.
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Extensive research on celebrity endorsers has found that a “match” must exist
between celebrity endorser and the product for the endorsement to be successful with
consumers’ positive evaluations (Kamins 1990; Kahle and Homer 1985; Liu, Chen and
Jiang 2007; Misra and Beatty 1990; Till and Busler 2000;). As discussed above, this idea
is also supported in the branding literatures, whereas, brand extensions indicate that “fit”
must exist between the parent brand and the brand extension in order for consumers to
have positive evaluations (Aaker and Keller 1990; Boush and Loken 1991; Volckner and
Sattler 2006). However, there is a significant gap in the branding literature on celebrities
as brands and their brand extensions and how these concepts influence consumers’
attitudes and intentions.

A model of celebrity brand effectiveness is presented in Figure

2.

Celebrity’s Perceived Involvement with the Product
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Figure 2
Conceptual Model of Celebrity Brand Extension Effectiveness
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This model depicts the main and interaction effects of perceived fit and celebrity’s
perceived involvement on attitudinal and behavior outcomes. The literature on perceived
fit supports that a consumer must find a “connection” or “similarity” between the parent
brand and brand extension in order for the brand extension to be successful. Since most
celebrities market products outside their known genre, perceived fit may have a necessary
effect on brand extension evaluation. Thus, the perception of fit on a continuum should
be considered, whereas, a moderate fit may also results in positive evaluations.
Moreover, if consumers perceive that the celebrity takes an active role in the
development of his/her brand extensions, higher levels of attitudes and evaluations should
result and may interact with perceptions of fit. From past research, it is known that
consumer’s acceptance of “regular” brand extensions is not assured, but rather depends
on key characteristics such as brand liking, brand-product category fit, etc. Likewise, it is
proposed here that acceptance of celebrity brand extensions will vary depending on the
role of the celebrity’s perceived involvement and perceived fit between the celebrity and
the product.
Influence of Perceived Fit
As discussed above, the key conclusion in the brand extension literature is that
consumers need perceived fit to “make sense” of the extension (Keller and Lehmann
2006). Past research has shown that the higher the perceived fit between a parent brand
and its brand extension results in better evaluations of the extension (Aaker and Keller
1990; Boush and Loken 1991; Volckner and Sattler 2006). Recent literature has shown
that if attitudes toward the parent brand are high, perceived fit may not be needed for
brand extension success. It is suggested that positive feelings toward a brand have an
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automatic and direct positive effect on the brand extension because of the positive effect
of the parent brand, even when perceived fit between the parent brand and brand
extension are poor (Yeung and Wyer 2005). Thus, the question remains how much fit is
need or not needed for celebrity brand extensions. Since many celebrity brands can be
extended outside the celebrity’s genre, it is assumed that perceived fit has an essential
role in the relationship between the celebrity brand and the celebrity brand extension. As
discussed in Study 1, most brand extension research has only manipulated perceived as
high fit versus low/no fit; however, for celebrity brands a moderate level of fit may be
appropriate as support in the schema congruency literature (Meyers-Levy and Trout
1989). Thus, the following hypothesis is extended:
H4: The perceived fit main effect is expected such that high and moderate
perceived fit between the celebrity brand and the celebrity brand extension will
yield higher levels of a) attitudes toward the advertisement and b) attitudes toward
celebrity brand extension, compared to those celebrity brand extensions with low
perceived fit.
Influence of Perceived Involvement
Involvement is an important construct in marketing and advertising research
which has been studied extensively; however, there are many unique definitions. The
most popular definition of involvement is personal relevance (Petty and Cacioppo 1986;
Zaichkowsky 1985). Zaichkowsky (1985) also defined involvement as “a person's
perceived relevance of the object (product, advertisement, purchase decision) based on
inherent needs, values, and interests” (p. 342). This proposed study contributes to the
marketing and advertising research by offering a unique perspective for involvement.
Perceived celebrity involvement is defined here as the consumer’s perceptions of the
celebrity’s liking and passion toward the development of the celebrity brand extension,
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which may include ownership and managerial and operational roles. It is a unique
construct that helps consumers understand how involved the celebrity’s relationship is
with a product (liking for and using product).
Hunter and Davidsson (2006) feel that involvement is the missing link in source
models. Their findings suggest that the more involvement a celebrity has in the product
development process will improve attitudes toward the ad and brand (Hunter and
Davidsson 2006). Again utilizing attribution theory, as celebrities become more involved
in the products that they endorse and develop, consumers will attribute more of the
claims about the product to the celebrity and less to external sources. If a celebrity
communicates his/her involvement, consumers’ perceptions of the celebrity’s
involvement will be enhanced and improve consumers’ attitudes toward the
advertisement and the brand. However, this may occur under the assumption that the
consumer’s liking of the celebrity brand is evident. When celebrities communicate their
relevancy to the celebrity brand extension, consumers may want to buy their products
(Marcus 2009). The higher levels of the perceived involvement of the celebrity with the
development of the product, the less perceived fit may be needed. Thus, the following
hypothesis is extended:
H5: A significant interaction of the celebrity’s perceived involvement and
perceived fit is expected on a) attitudes toward the advertisement and b)
attitudes toward celebrity brand extension. When the celebrity is perceived to be
highly involved in the brand extension, attitudes will be high only when the fit is
perceived to be high, compared to moderate or low fit. In contrast, when the
celebrity is not perceived to be highly involved with the brand extension, higher
levels of fit will yield higher attitudes.
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Influence of Attitudes and Intentions
Ultimately, higher levels of attitudes toward the advertising should result in
higher levels of attitudes toward the celebrity brand extension and purchase intentions,
relationships supported by MacKenzie, Lutz and Belch (1986). Two measures of the
effectiveness of brands and advertising are attitudes and behavioral intentions. Cognitive
social psychologists believe that attitudes and behavior should be consistent, whereby
people who possess positive attitudes toward something should behave in a positive way
toward the same thing. Attitudes are “an individual's internal evaluation of an object”
(Mitchell and Olson 1981). Much research has focused on the understanding of this
construct linking attitudes toward the ad indirectly to purchase intentions via attitudes
toward the brand (Mitchell and Olson 1981; MacKenzie, Lutz and Belch 1986; Muehling
and McCann 1993; Olson and Mitchell 1986, Shimp 1981). Attitude toward the ad is
“predisposition to respond in a favorable or unfavorable manner to a particular
advertising stimulus during a particular exposure situation” (MacKenzie, Lutz and Belch
1986), and attitude toward the brand is considered “a favorable attitude toward, and
consistent purchase of, a particular brand” (Wilkie 1994). Purchase likelihood refers to a
consumer’s potential behavior toward a product and brand.
These concepts have been evaluated as they relate to celebrity endorsers, but they
have not been related to celebrity brands. As discussed above, it is assumed that
celebrities perceived to be involved in their celebrity brand extensions will results in
higher levels of attitudes and purchase intentions. Thus, higher levels of attitudes toward
the advertisement and the celebrity brand extension may result because of the
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associations between the celebrity and the brand which would be transferred from the
celebrity to the product (McCracken 1989).
Considering the extensive research on the sequential influence of attitudes toward
the advertisement to attitudes toward the brand extension, and ultimately purchase
intentions (MacKenzie, Lutz and Belch 1986; Mitchell and Olson 1981; Lafferty,
Goldsmith and Newell2002), the following hypotheses are extended:
H6: For celebrities perceived to be highly involved in the brand extension, a)
attitudes toward the advertisement and b) attitudes toward the celebrity brand
extension will yield higher levels of purchase likelihood, compared to
celebrities with low involvement in the brand extension.
H7: For celebrities perceived to be highly involved in the brand extension,
attitudes toward the advertisement will be indirectly related to purchase likelihood
via attitudes toward the celebrity brand extension, compared to celebrities with
low involvement in the brand extension.
Influence of Spillover Effect
Spillover effects result when the information for one product (brand extension)
affects consumers’ perceptions for another product with the same brand name (parent
brand) (Sullivan 1990). Spillover effects are important to consider when a brand utilizes
brand extensions as a viable strategic decision. For celebrity brands, it is important to
understand how spillover effects the consumers’ perceptions of not only the celebrity
brand extension but also the original celebrity brand (the celebrity as the individual).
Simonin and Ruth (1998) found that consumers’ attitudes toward parent brands were
affected by other brands when the brands partake in a brand alliance. Moreover,
messages in advertising can affect consumers’ perceptions of the parent brand
(Ahluwalia, Unnava and Burnkrant 2002). Further, it has been found that the
introduction of a brand extension in advertising can affect the image and ultimate choice

58

by the consumer of the parent brand (Balachander and Ghose 2003). Thus, celebrity
brand extensions can possibly have a more positive effect on the consumer’s attitudes
toward the original celebrity brand. Thus, the following hypothesis is extended:
H8: For celebrities perceived to be highly involved in the brand extension,
attitudes toward the celebrity brand extension will yield in higher levels of
spillover effects toward the celebrity brand, compared to celebrities with low
involvement in the brand extension.
Influence of Consumer’s Likability, Attachment and Similarity to the Celebrity
The constructs of consumer’s likability and attachment to the celebrity will be
measured as possible covariates which may have a direct or interacting effect on attitudes
and behaviors. Likability is defined as the consumer’s affection toward the source, in
particular celebrities, because of their physical appearance and behavior (McGuire 1985).
It can be viewed as positive or negative feelings by the consumer of the source of
information (O’Mahony and Meenaghan 1997/1998). While likability has been included
in the source credibility research (Kahle and Homer 1985), it has also has been measured
and considered separately in the celebrity endorsement literature and believed that
celebrities who are liked will be trusted endorsers of products (Tripp, Jensen and Carlson
1994). Further, it has been related to trust (Friedman and Friedman 1979; Tripp, Jensen
and Carlson 1994) as well as attractiveness (O’Mahony and Meenaghan 1997/1998).
With the growth of multi-media opportunities, individuals feel closer to
celebrities because of the vast media opportunities to “connect” with celebrities via the
television, movies, magazines and the Internet. Measuring the intensity of these
relationships between consumers and celebrities can provide valuable insight into the
effectiveness of such advertising with celebrity brands. Attachment is defined as “the
extent to which an object which is owned, expected to be owned, or previously owned by
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an individual, is used by that individual to maintain his or her self-concept” (Ball and
Tasaki 1992). Based in the psychology literature, attachment theory emphasizes the
relationships between humans, in this case the attachments that consumers have with
celebrities. Attachment is key to understanding the relationships of possessions to their
owners (Ball and Tasaki 1992). It has been established that consumers have
psychological and emotional bonds (attachments) with human brands (Thomson 2006).
Thomson, MacInnis and Park (2005) developed a scale to measure emotional attachment
to predict consumers’ relationship with brands and found that marketers can enhance the
strength of consumers’ emotional attachments to brands to achieve brand success. Thus,
it is assumed that consumer’s attachment to the celebrity may influence the roles of
perceived fit and perceived influence and the resulting attitudes toward the advertisement
and celebrity brand extension.
Finally, similarity between the consumer and the celebrity will be considered.
Similarity has been found to be an important construct in the source credibility and the
advertising literature (Brock 1965; Bower and Landreth 2001). If consumers perceived
themselves to be like the celebrity, higher levels of attitudes and perceptions may result.
Chapter Summary
Utilizing existing research in celebrity endorsements, brand management and
brand extensions, two models were developed to understand what influences consumers’
perceptions of celebrity brands and their brand extensions. The next chapter describes the
study designs and methodology to explore the relationships offered in the conceptual
models and to test the specific hypotheses.
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CHAPTER 4
STUDY METHODS
This chapter discusses the data collection, research design and procedures which
were used to test the hypotheses for this dissertation on celebrity brands. The research
consisted of two separate studies, one which was replicated. This chapter begins with a
description of the sample. A discussion of the stimuli is then presented along with an
explanation of the measures.
Data Collection Process
Power Analysis
Prior to data collection, a sample size was calculated based on statistical power
using the G*Power statistical program (Buchner, Erdfelder and Faul 1997). Based on the
number of groups and possible covariates, the analysis concluded a minimum sample of
211 participants (36 per cell) was needed for each study to recognize a medium effect
(.25) with a type I error of .05 and a desired power level of .80. Hair, Black, Babin,
Anderson and Tatham (2006) recommends at least a minimum of 20 observations per cell
for experimental research. With these recommendations in mind, between 36 and 40
questionnaires will be attained per cell for each study.
Sampling Frame
The study participants consisted of undergraduate students at eight universities
located in the southeast. Students were offered class credit for participation. Study 1 and
its replicated were administered online, and Study 2 was administered in the classroom.
For Study 1, a total of 499 questionnaires were completed. The total sample for
Study 1 (Will Smith) was 259 (branded sunglasses = 41, branded luggage = 41, branded
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vacuum cleaner = 41, endorsed sunglasses = 45, endorsed luggage = 45 and endorsed
vacuum cleaner = 38). An additional 240 were collected for the replicate of Study 1
(Brad Pitt) (branded sunglasses = 39, branded luggage = 51, branded vacuum cleaner =
34, endorsed sunglasses = 36, endorsed luggage = 36 and endorsed vacuum cleaner = 38).
The majority (73 percent) of the sample for Study 1 (Will Smith) was between the ages of
21-30 years old, and 51 percent were female with 49 percent male. For Study 1 (Brad
Pitt), 41 percent of the sample was under 21 years old and 58 percent was between 21-30
years old. Gender distributions were 54 percent female and 46 percent male.
Study 2 had 243 questionnaires collected (high involved sunglasses = 41, high
involved luggage = 39, high involved vacuum cleaner = 40, low involved sunglasses =
40, low involved luggage = 41 and low involved vacuum cleaner = 40). This sample was
38 percent under 21 years old and 50 percent between 21-30 years old. In addition, 46
percent were female, and 54 percent were male.
A student sample was utilized for this research. There is debate whether a student
sample is representative of the general population. While students are considered to be
appropriate as long as the sample is homogeneous (Sternthal, Tybout, and Calder 1994),
others have suggested that students’ responses may differ from household consumers
(Cunningham, Anderson, and Murphy 1974; Park and Lessig 1974). However, it has
been found that students process information and respond similar to the general
population (Lamb and Stern 1979; Bergmann and Grahn 1997). As long as the celebrity
and products are relevant to a student population, students are considered an appropriate
sample and were used in this research.
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Selection of Stimuli
Written scenarios and print advertisements were created for the studies. For
Study 1, six scenarios were developed with the celebrity remaining constant. Study 1
was also replicated with a different celebrity (Brad Pitt) but the same products. The
scenarios described a celebrity either launching a new celebrity branded product or
announcing a new endorsement deals. Three scenarios described the celebrity branded
product announcements, and three described the new celebrity endorsement deals. Each
scenario depended on the level of perceived fit (high, moderate, low) of that product with
the celebrity. A scenario-based study was chosen because this method allows for easier
operationalization of the manipulations, providing more control over the variables (Dong,
Evans and Zou 2008). DelVecchio and Smith (2005) have used scenarios to investigate
brand extension price premiums; however, in their study, perceived fit was only
manipulated as high/low.
For Study 2, two different scenarios were developed to indicate the celebrity’s
involvement (high versus low) in the development of the celebrity brand extension. One
scenario described the celebrity’s extensive involvement with the product’s development.
The second scenario described the celebrity’s limited role with the development of the
product. Again, the scenarios were adapted for the level of perceived fit (high, moderate,
low) of the products with the celebrity. In addition, three print advertisements were
developed featuring the celebrity and the three products which manipulated perceived fit
(high, moderate, low). The scenarios and advertisements for both studies are presented in
Appendix A.
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Pre-tests for Celebrities and Products
Multiple pretests were conducted to determine the celebrities and products for the
studies as well as to properly check the manipulations (both scenarios and
advertisements). The purpose of Study 1 was to examine the relationship of perceived fit
of a product and the role of the celebrity as a brand or an endorser, whereas, Study 2
sought to understand the effectiveness of the celebrity brand extension concept based on
perceived fit and the celebrity’s perceived involvement. Both studies explored the
concept of perceived fit, but the other manipulations and dependent variables were
different. While the research questions and variables were different but similar, it was
determined that the same celebrities would be used in each study.
Since a student sample was used for these studies, it is important that the students
were familiar with the tested celebrity. Extensive pretests were conducted to identify an
appropriate celebrity. Multiple lists of celebrity performers were obtained from QScores,
a company which measures the familiarity and appeal of celebrities in the United States.
QScores are an appropriate source to determine the appeal of celebrities, as they are the
industry standard to measure the familiarity and appeal of performers based on a target
audience (Stafford, Stafford and Day 2002). QScores provided the names of celebrities
who were already tested to be familiar and appealing to the target audience for this study,
individuals aged 18-35 years old, the demographics of this research sample. Because of
restrictions by QScores and the limited budget for this research, four lists were obtained
(actors, actresses, male athletes and male musicians). Each list provided approximately
170 celebrity names for each category researched by the QScores company. QScores
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does not collect data on all celebrities. The QScores data provided were collected in
winter 2010.
Each QScores list was reviewed for appropriate celebrities. The names of
celebrities who were currently marketing a celebrity branded product or featured as an
endorser in an advertising campaign were removed. This reduced the lists substantially;
however, QScores would only provide 12 names per category. The lists were culled
again by three independent reviewers. Each reviewer named 12 celebrities per list whom
the reviewers were highly familiar and perceived to have potential to be considered a
celebrity brand. QScores provided the percentage of the Total Familiarity, Positive
QScore and Negative QScore for each celebrity in each of the four celebrity categories.
The names of the top six celebrities in each category were pulled based on the Positive
QScore, which is a ratio of those consumers who rated that celebrity as their favorite with
those who were familiar with that celebrity. The higher the Positive QScore indicated the
more highly-regarded that celebrity was among the consumers who were familiar with
him/her. Only the male names are listed in Table 4.1.

Table 4.1
Top Six Celebrities from QScores
Male Actors
Ben Stiller
Brad Pitt
Leonardo DiCaprio
Matt Damon
Will Ferrell
Will Smith

Male Athletes
Derek Jeter
Eli Manning
Michael Phelps
Peyton Manning
Shaquille O'Neal
Shaun White

65

Male Musicians
Chris Daughtry
John Legend
Keith Urban
Kenny Chesney
Mick Jagger
Tim McGraw

Next, a list of potential products was developed. The celebrity endorser and
brand extension literatures were extensively reviewed for products studied in survey and
experimental designs. Forty-two studies were identified that empirically tested products
with the concepts of perceived fit (brand extensions) or match-up (celebrity endorsers)
(see Table 4.2). Also, included in this list are the celebrity names which were tested in
the endorser studies. Several studies did not manipulate the variable of perceived
fit/match-up in an experiment; it was just measured in a survey. In Table 4.2, perceived
fit/match-up was only measured for the products which are only listed in the moderate
fit/match column.

Table 4.2
Products Used in Academic Research on Fit and Match
*Only products listed in the moderate fit/match column were measured not manipulated in that study.

Study
Arslan and
Altuna 2010

High Fit/Match
Jeans

Moderate Fit/Match*

Low/No Fit/Match
Camera

Barone, Miniard
and Romeo 2000

Television
VCR

Microwave
Camera

Skis
Bicycle

Batra and Homer
2004

Potato chips
Cookies

Bhat and Reddy
2001

Grandfather clocks
Chocolate sauce

Bousch and
Loken 1991

Breakfast cereal
Video camera
Television set
Calculators
Digital watches
Frozen vegetables
Condiments
Soups

Bridges, Keller
and Sood 2000

Watch
Tennis shoes
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Celebrity

Table 4.2
Products Used in Academic Research on Fit and Match (cont.)
Study
Broniarczyk and
Alba 1994

High Fit/Match

Buil, de

Jeans

Moderate Fit/Match*
Toothpaste
Cereal
Soap
Computer
Beer

Low/No Fit/Match

Camera

Chernatony and
Hem 2009
Delvecchio et al
2005

Vacuum

Dens and De
Pelsmacker 2010

Candy bars
Laptop computers

Diamantopoulos,
Smith and Grime
2005

All-terrain
vehicle

Keller and Aaker
1992

Cheese crackers

Klink and Smith
2001

Vacuum cleaners
Alarm clocks
Trash bags

Smoke detectors
Bicycles
Hiking boots

Lane 2000

Wheat beer
Mouthwash
Snack bar
Bicycle tire

Pretzels
Chewing gum
Bottled fruit drink
Sports sandals

Park, Milberg and
Lawson 2001

Stopwatch
Batteries
Calculator
Grandfather
clock
Bracelet
Ring

Smoke detector
Garage door opener
Flashlight
Cologne
Necktie
Cuff links

Yeung and Wyer
2005

Aftershave lotion

Cookies

Ice cream

Suitcase
Flight socks
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Backpack
Running shoes

Celebrity

Table 4.2
Products Used in Academic Research on Fit and Match (cont.)
Study
Kahle and Homer
1985

High Fit/Match

Kamins 1990

Moderate Fit/Match*
Disposable razor
Toothpaste

Luxury car
Home computer
Personal computer
Running shoes

Kamins and
Gupta 1994
LaFerle and Choi
2005

Casual clothes
Non-carbonated
drinks

Lafferty and
Goldsmith 1999

Athletic shoes

Liu, Chen and
Jiang 2007

Low/No Fit/Match

Sport shoes
Sports drinks

Celebrity
Robert Redford
Bo Derek
John Travolta
Woody Allen
Jean Stapleton
Howard Cosell
Billy Jean King
Tom Selleck
Telly Savalas
Leonard Nimoy
Tom Selleck
Mel Gibson
Donggun Jang

Florence Griffith
Joyner
Rosanne Barr
Toilet bowl
Plug set

Lord and Putrevu
2009

Microwave oven
Jeans
Aspirin
Chocolate bar

Michael Jordan

Mittelstardt,
Riesz and Burns
2000

Orange juice
Hair conditioner
Youth foundations

Nancy Kerrigan
Dan Jansen
Bonnie Blair

Nataraajan and
Chawla 1997

L.A. Gear shoes

Joe Montana
Paula Abdul

O’Mahony and
Meenaghan 1997

Sportswear
Jeans
Credit cards
Gold jewelry

Jack Charlton

Perfume
Designer jeans
Tennis rackets
Cologne

John McEnroe
Linda Evans
Tom Selleck
Madonna

Ohanian 1990
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Dolores O’Riordan

Sean Connery
Claudia Schiffer

Table 4.2
Products Used in Academic Research on Fit and Match (cont.)
Study
Ohanian 1991

High Fit/Match

Moderate Fit/Match*
Perfume
Designer jeans
Tennis rackets
Cologne

Low/No Fit/Match

Celebrity
John McEnroe
Linda Evans
Tom Selleck
Madonna

Premeaux 2009

Golf balls
Tires
Home collections
Semi-homemade

Tiger Woods
Jack Nicklaus
Martha Stewart
Oprah Winfrey

Schaefer and
Keillor 1997
Silvera and
Austad 2004

Pain relievers
Drink mixes
Fragrances
Diamond watch
Cologne

Cindy Crawford
Pierce Bronson

Stafford, Stafford
and Day2002

Bank
Restaurant

Harrison Ford

Till and Shimp
1998

Racing bikes

Fictional
celebrity
Greg Lemond

Till and Busler
1998

Pen
Cologne
Energy/Candy bar

Fictional
celebrity

Tripp, Jensen and
Carlson1994

Credit card
Kodak film

Dustin Hoffman
Matthew
Broderick

Westover and
Randle 2009

Diet drink
Non-diet drink

Wheeler 2009

Parkinson disease

Michael J. Fox
Harrison Ford
Robin Williams

Based on the literature, eight products were selected for the pre-test. Products
were chosen from each category (high, moderate and low perceived fit/match) identified
in the literature as well as a similarity in the role of the products to consumers. The eight
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products included athletic shoes, cologne/fragrance, designer jeans, luggage, smart
phone, sunglasses, vacuum cleaner and wrist watch.
First, a pre-test was developed to examine initial reactions to the actors and
products identified. Respondents were asked to rate on a seven-point scale their
familiarity and perceived image with the six identified celebrities (Ben Stiller, Brad Pitt,
Leonardo DiCaprio, Matt Damon, Will Ferrell and Will Smith). In addition, they were
asked to recall if any of the celebrities currently endorsed these types of products and to
name the celebrities and the endorsed product. Next, respondents were asked to rate on a
seven-point scale the perceived fit between the celebrities and the eight products (athletic
shoes, cologne/fragrance, designer jeans, luggage, smart phone, sunglasses, vacuum
cleaner and wrist watch). They were then asked to classify the products as utilitarian and
hedonic. Finally, demographic information was collected, including gender, age,
ethnicity and college level. Six students responded to the initial pre-test and were
debriefed after the study. No student provided any concerns with the pre-test format;
thus additional data was collected for all three celebrity groups (actors, male athletes and
male musicians). An example of the final pre-test for actors is included in Appendix B.
The pre-tests for male athletes and male musicians were the same; just the names were
changed.
Three pre-tests were conducted for each celebrity category. A total of 174
questionnaires were collected. The sample was 59 for actors, 57 for male athletes and 58
for male musicians. Table 4.3 presents the means for familiarity and perceived images by
celebrity names.
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Table 4.3
Celebrity Pre-Test Results
Celebrity
Ben Stiller
Brad Pitt
Leonardo DiCaprio
Matt Damon
Will Ferrell
Will Smith
Derek Jeter
Eli Manning
Michael Phelps
Peyton Manning
Shaquille O’Neal
Shaun White
Chris Daughtry
John Legend
Keith Urban
Kenny Chesney
Mick Jagger
Tim McGraw

Celebrity
Category
Actor
Actor
Actor
Actor
Actor
Actor
Male Athlete
Male Athlete
Male Athlete
Male Athlete
Male Athlete
Male Athlete
Male Musician
Male Musician
Male Musician
Male Musician
Male Musician
Male Musician

Sample
Size
59
59
59
59
59
58
57
57
57
57
57
57
58
58
57
58
58
58

Familiarity
Mean
5.61
6.44
6.03
5.63
6.10
6.64
3.89
5.30
5.58
5.81
6.46
3.53
3.57
4.26
3.93
4.21
4.36
5.36

Perceived
Image Mean
5.25
5.46
5.66
5.41
5.56
6.34
4.35
5.23
4.80
5.59
5.11
4.42
4.52
5.02
4.69
4.49
4.21
5.46

The written responses for the celebrities who currently endorse products were
analyzed to determine possible pre-existing attitudes toward these celebrities as endorsers
or as celebrity brands. All of the male athletes were recognized as celebrity endorsers or
brands. The actors and male musicians were then further analyzed. Since all the actors
had greater familiarity than the male musicians with the student population, it was
decided two actors would be used in Study 1. Will Smith and Brad Pitt were chosen
based on their high familiarity and perceived image scores.
Next, analysis was completed with Will Smith and Brad Pitt and the perception of
fit with the eight product categories. Since the product was manipulated at three levels
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(high, moderate and low), a review of the perceived fit means by celebrity determined
that cologne/fragrance and sunglasses had the highest means, whereas, the luggage and
vacuum means, respectively, were in the moderate and low ranges (see Table 4.4). In
addition, correlation and paired t-tests were conducted for Brad Pitt and Will Smith
separately to determine which pairs were significantly different (see Table 4.5 and 4.6).

Table 4.4
Product Pre-Test Results
Product Category
Athletic Shoes
Cologne/Fragrance
Designer Jeans
Luggage
Smartphone
Sunglasses
Vacuum Cleaner
Wrist Watch

Sample
Size
59
59
59
59
59
59
59
59

Will Smith
Mean
5.39
6.12
5.73
3.63
5.83
6.12
2.27
5.83

Brad Pitt
Mean
3.47
6.41
6.20
3.71
4.76
6.37
1.78
5.58

Table 4.5
Brad Pitt Paired T-tests Results

Product Pairs
Pair 1 Cologne & Luggage
Pair 2 Sunglasses & Luggage
Pair 3 Cologne & Vacuum
Pair 4 Sunglasses & Vacuum
Pair 5 Luggage & Vacuum

N
59
59
59
59
59

Correlation
.344
.335
.049
.147
.544
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Sig.
.008
.010
.711
.267
.000

t
10.52
10.24
20.65
21
8.48

Sig.
.000
.000
.000
.000
.000

Table 4.6
Will Smith Paired T-tests Results

Product Pairs
Pair 1 Cologne & Luggage
Pair 2 Sunglasses & Luggage
Pair 3 Cologne & Vacuum
Pair 4 Sunglasses & Vacuum
Pair 5 Luggage & Vacuum

N
59
59
59
59
59

Correlation
.382
.256
.259
.206
.576

Sig.
.003
.050
.048
.117
.000

t
8.992
8.268
14.788
14.022
5.282

Sig.
.000
.000
.000
.000
.000

Although cologne/fragrances were found to be significantly different from
luggage and vacuum cleaners, this product category is a well-known celebrity branded
and endorsed product. In addition, cologne/fragrances have been extensively tested in the
branding and endorsement literature (Lee and Thorsen 2008; Ohanian 1990 and 1991;
Park, Milberg and Lawson 2001; Schaeffer and Keillor 1997; Silvera and Austad 2004;
Till and Busler 1998) and may provide a bias with the student sample. With more than
100 celebrity-branded colognes and fragrances (Jeremiah 2011), a unique product is
needed. It was decided to test sunglasses, which still represented a high level of
perceived fit in the pre-tests. An Internet search did not reveal any celebrity branded
sunglasses.
Study 1 Pre-test
Six scenarios were developed representing the manipulation of the celebrity as a
brand versus an endorser. A recent press release announcing the relationship of Jennifer
Lopez and Marc Anthony with mass retailer Kohl’s to develop a branded clothing and
accessory line served as a basis for the six scenarios. Appendix A presents examples of
the scenarios. The wording for the scenarios was kept as consistent as possible for each
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product and celebrity role. For the Brad Pitt replicate, the only changes were his name
and background information.
The role scenario for the sunglasses was pretested online with a student sample.
Participants were asked to indicate their birthday which would assign them to one of the
two manipulations of the role (celebrity brand versus endorser). Students with birthdays
in January, March, May, July, September and November were assigned the celebrity
brand manipulation, and students with birthdays in February, April, June, August,
October and December were assigned the celebrity endorser manipulation. Participants
were asked to read the assigned scenario and then rate the role of the celebrity in the
scenario on a five-point semantic differential scale (Brand…Endorser). Next, the
participants were asked to rate the perceived fit of the sunglasses product with the
celebrity and to provide their demographic information. A one-way ANOVA indicated a
significant difference between the two roles (F = 31.83, p<.001). The results are
presented in Table 4.7.

Table 4.7
Role Manipulation Results
Manipulation

Role

Role of Celebrity

Celebrity Brand

Sample
Size
21

Mean

F

Significance

2.05

31.83

.000

20

4.20

Celebrity Endorser

The final Study 1 questionnaire was developed and tested online, including a test
of manipulations (celebrity role and perceived fit), dependent variables (source
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credibility, attitude toward the celebrity, attitude toward the product and purchase
likelihood) and covariates (likability, attachment and gender). Respondents rated on a
seven-point Likert scale the perceived fit of the product with the celebrity (very bad
fit/very good fit, very illogical fit/very logical fit, very dissimilar/very similar, not very
appropriate/very appropriate). Table 4.8 presents the results of the perceived fit
manipulation based on the product and the manipulation of the role (celebrity versus
endorser). All manipulations were found to be significantly different.

Table 4.8
Pre-Test Study 1 Perceived Fit Manipulation Results
Manipulation Role
Perceived Fit

Role and Fit

Sample
Size
45

Mean

F

Significance

5.34

40.09

.000

Luggage

35

4.67

Vacuum Cleaner

39

2.84

Brand-Sunglasses

24

5.27

28.69

.000

Brand-Luggage

21

4.55

Brand-Vacuum

20

2.41

Endorser-Sunglasses

21

5.43

13.64

.000

Endorser-Luggage

14

4.86

Endorser-Vacuum

19

3.18

Sunglasses

In addition, the data from 120 students was explored for any potential issues.
Three questionnaires were removed for not properly identifying the celebrity as Will
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Smith, reducing the sample size to 117. A measurement model was first specified to
assess reliability and validity of all model constructs. Each scale proved to be
sufficiently reliable with coefficients ranging from .89 (likability and purchase
likelihood) to .95 (attitudes toward the product). The reliability of attachment was .60,
which is well below the .70 threshold. This scale had two reverse coded questions which
were further assessed and reviewed in additional analysis. A summary of scale reliability
is presented in Table 4.9.

Table 4.9
Summary of Pre-test Study 1 Measurement Instruments
Initial
Reliability

Construct

Source

Likeability
Attachment
Source Credibility:
Expertise
Trustworthiness
Attractiveness
Attitudes toward Celebrity
Attitudes toward Product
Purchase Likelihood
Perceived Fit (manipulation check)

Whittler and Dimeo 1991
Thomson 2005
Ohanian 1990

Holbrook and Batra 1987
Holbrook and Batra 1987
Yi 1990
Aaker and Keller 1990

.89
.60
.93
.95
.93
.88
.94
.95
.89
.96

Because the pre-test sample of the Study 1 was small (N=117) for structural
equation modeling (SEM) analysis, a principle-components exploratory factor analysis
was conducted in SPSS to analyze the factor loadings for each construct. All items had
factor loadings greater than .50 (see Table 4.10). However, the construct of attachment
showed a negative loading with two items (3 and 6); these two items were reversed
coded. The factor of attractiveness also had two items that loaded low (classy and
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elegant). The literature on source credibility has discussed the two separate constructs of
corporate credibility and endorser credibility (Lafferty and Goldsmith 1999; Goldsmith,
Lafferty and Newell 2000) that are similar to the concepts tested in this research.
Celebrity brand is similar to the corporate credibility construct, and celebrity endorser
represents the construct of endorser credibility. Because Goldsmith, Lafferty and Newell
(2000) found expertise and trustworthiness to be important factors in corporate
credibility, and Tripp, Jensen and Carlson (1994) also found source credibility for
endorsers to be comprised of the same two factors (and not attractiveness), it was
concluded that only expertise and trustworthiness would be used in the final analysis for
the source credibility construct. Since all other measurement items loaded well, the
questionnaire appeared to be sufficient for further testing.

Table 4.10
Study 1 Pre-test Exploratory Factor Analysis Loadings
Construct
Likability

Attachment

Measurement Item

Mean

Loading

Warm / Cold

5.73

.88

Likeable / Unlikable

6.21

.89

Sincere / Insincere

5.55

.83

Friendly / Unfriendly

5.83

.90

Will Smith makes me feel cared
about.

4.09

.73

I feel a lot of closeness with Will
Smith.

3.09

.81

Will Smith makes me feel
controlled and pressured to be
certain ways. (reverse)

6.02

-.55
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Table 4.10
Study 1 Pre-test Exploratory Factor Analysis Loadings (cont.)
Construct

Credibility*
Expertise

Trustworthiness

Attractiveness

Measurement Item

Mean

Loading

Will Smith makes me feel free to
be who I am.

3.71

.79

Generally, Will Smith makes me
feel very capable and effective.

3.5

.87

Will Smith makes me feel
inadequate or incompetent.
(reverse)

6.25

-.37

Not an expert/Expert

4.68

.83

Inexperience/Experienced

5.22

.89

Unknowledgeable/Knowledgeable

5.12

.86

Unqualified/Qualified

5.15

.89

Unskilled/Skilled

5.43

.83

Undependable/Dependable

5.03

.65

Dishonest/ Honest

5.18

.86

Unreliable/Reliable

5.09

.77

Insincere/Sincere

5.28

.79

Untrustworthy/Trustworthy

5.12

.84

Unattractive/Attractive

5.17

.88

Not classy/Classy

5.74

.40

Not beautiful/Beautiful

4.75

.94

Not elegant/Elegant

4.77

.59

Not sexy/Sexy

4.48

.90

*Loaded as three factors using
varimax rotation
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Table 4.10
Study 1 Pre-test Exploratory Factor Analysis Loadings (cont.)
Construct
Attitudes toward the
Celebrity

Attitudes toward
Product

Purchase Likelihood

Measurement Item

Mean

Loading

I dislike the celebrity/I like the
celebrity

5.85

.94

I react unfavorably to the
celebrity/I react favorably to the
celebrity

5.67

.93

I feel negative toward the
celebrity/I feel positive toward the
celebrity

5.68

.94

The celebrity is bad/The celebrity
is good
I dislike the product/I like the
product

5.76

.89

4.65

.95

I react unfavorably to the
product/I react favorably to the
product

4.59

.93

I feel negative toward the
product/I feel positive toward the
product

4.79

.94

The product is bad/The product is
good

4.82

.91

It is unlikely/It is likely

3.59

.93

It is improbable/It is probable

3.87

.95

It is impossible/It is possible

4.82

.84

Study 1 Procedures
Because the University of Memphis blocked access to the Zoomerang website
which hosted Study 1, faculty members at seven universities throughout the southeast
were contacted to assist with the data collection. Faculty members made announcements
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in their classes and forwarded via email the questionnaire link. Students were instructed
that to receive extra credit, they were required to answer all of the questions in each
section before moving forward to the next section and were not allowed to navigate back
to previously answered sections. Two separate studies (Will Smith and Brad Pitt) were
run simultaneously. Students were either exposed to the study featuring Will Smith or
Brad Pitt. Faculty members were only provided the web link to one of the studies to
prevent students from being exposed to both studies.
First, participants were provided with the University of Memphis research consent
information and asked to provide the date as their consent. Next, subjects were provided
with background information on Will Smith/Brad Pitt and were asked to rate the
likability and their attachment to the celebrity. The final question on this first page
provided the randomized assignment for the study. Students were asked to indicate their
birth month. The answer of this question directed them to one of six conditions, which
allowed for even distribution amongst subjects. January and July birthdays were
assigned to branded sunglasses, February and August were assigned to branded luggage,
March and September were assigned to branded vacuum cleaner, April and October were
assigned to endorsed sunglasses, May and November were assigned to endorsed luggage
and June and December were assigned to endorsed vacuum cleaner. Subjects were then
asked to read a press release about the celebrity and confirm that they read it. The next
question asked for students to provide their cognitive thoughts about the press release.
The set of questions after the cognitive thought collection measured the dependent
variables of source credibility, attitudes toward the celebrity, attitudes toward the product
and purchase likelihood. In addition, the subjects were asked to rate the perceived fit of
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the product with the celebrity, to ensure the manipulation check was successful. To
ensure the subjects had fully read the press release, they were asked to state the celebrity
and the product in the study. Finally, the subjects were asked to state the purpose of the
study and their demographic information (gender, age, ethnicity and class standing).
Students receiving extra credit were directed to a separate questionnaire to submit their
names and their professors’ names. An outline for Study 1 (Will Smith) is provided in
Appendix C.
Study 1 Psychometric Evaluation of Study Measures
All construct measures in Study 1 were operationalized based on previous
research and adapted for the purposes of this research. Prior to analysis, the data for
Study 1 was reviewed for any missing or inappropriate answers (not properly identifying
celebrity or product). For Study 1 of Will Smith, eight questionnaires were removed
reducing the total sample size to 251. For the Brad Pitt replicate of Study 1, seven
questionnaires were removed leaving the total sample size at 233.
Measures for Study 1 were initially assessed by calculating their reliabilities. The
initial reliabilities ranged from .87 for likability and attachment to .97 for perceived fit.
All reliabilities exceeded the acceptable .70 threshold (Nunnally 1978). A summary of
Study 1 measures and initial reliabilities is presented in Tables 4.11 and 4.12.

Table 4.11
Summary of Study 1 (Will Smith) Measurement Instruments
Construct

Source

Initial
Reliability

Likeability
Attachment

Whittler and Dimeo 1991
Thomson 2005

.87
.87
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Table 4.11
Summary of Study 1 (Will Smith) Measurement Instruments (cont.)
Initial
Reliability

Construct

Source

Source Credibility:
Expertise
Trustworthiness
Attitudes toward Celebrity
Attitudes toward Product
Purchase Likelihood
Perceived Fit

Ohanian 1990

Holbrook and Batra 1987
Holbrook and Batra 1987
Yi 1990
Aaker and Keller 1990

.94
.92
.94
.95
.95
.91
.97

Table 4.12
Summary of Study 1 (Brad Pitt) Measurement Instruments
Initial
Reliability

Construct

Source

Likability
Attachment
Source Credibility:
Expertise
Trustworthiness
Attitudes toward Celebrity
Attitudes toward Product
Purchase Likelihood
Perceived Fit

Whittler and Dimeo 1991
Thomson 2005
Ohanian 1990

Holbrook and Batra 1987
Holbrook and Batra 1987
Yi 1990
Aaker and Keller 1990

.87
.87
.92
.92
.91
.93
.93
.91
.95

Study 1 Confirmatory Factor Analyses
A confirmatory factor analysis (CFA) in MPlus was used to assess the validity of
the dependent measures (source credibility, attitude toward the celebrity, attitudes toward
the product) and covariates (likability and attachment). The fit of the measurement
model was relatively strong based on a variety of fit statistics. Although the chi square
was significant for Study 1 and its replicate (Will Smith χ2 = 651.41, df = 356, p < .001
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and Brad Pitt χ2 = 656.33, df = 356, p < .001), other measures of model fit, including the
comparative fit index (CFI), Tucker-Lewis index (TFI), the root means square error of
approximation (RMSEA) and standardized root mean residual (SRMR), indicate that the
data adequately fit the measurement models for Studies 1 (see Table 4.13). In addition,
all items loaded significantly on their respective variables (see Table 4.14 and 4.16).

Table 4.13
Study 1 Measurement Model Fit Statistics
Model
Study 1 (Will Smith)
Study 1 (Brad Pitt)

CFI
.96
.95

TFI
.95
.94

RMSEA
.06
.06

SRMR
.06
.06

The scales were further assessed by evaluating convergent and discriminant
validity. Evidence of convergent validity was provided by examining each construct’s
average variance extracted (AVE). Using Fornell and Larcker’s (1981) criterion, a
construct was considered to exhibit convergent validity with an AVE of .50 or greater. As
demonstrated in Tables 4.14 and 4.16, the AVE for all study constructs exceeded this cutoff.
To show discriminant validity, the square root of the AVE should be greater than
the correlations for each construct with the other constructs (Fornell and Larcker 1999).
As shown in Tables 4.15 and 4.17, all square roots of the AVE are greater than the
constructs’ correlations, establishing discriminant validity.
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Table 4.14
Study 1 (Will Smith) Measurement Model Loadings
Convergent Validity
Construct

Measurement Item

Mean

Likability

Warm / Cold

Attachment

Expertise

Trustworthiness

P-Value

AVE

5.76

Stand.
Estimate
.76

.000

.63

Likeable / Unlikable

6.15

.82

.000

Sincere / Insincere

5.63

.75

.000

Friendly / Unfriendly

5.97

.83

.000

Will Smith makes me feel cared about

4.20

.62

.000

I feel a lot of closeness with Will Smith

3.04

.68

.000

Will Smith makes me feel free to be
who I am

3.69

.90

.000

Generally, Will Smith makes me feel
very capable and effective

3.59

.94

.000

Not an expert/Expert

4.79

.78

.000

Inexperience/Experienced

5.53

.80

.000

Unknowledgeable /Knowledgeable

5.35

.92

.000

Unqualified/Qualified

5.35

.90

.000

Unskilled/Skilled

5.73

.78

.000

Undependable/Dependable

5.30

.77

.000

Dishonest/ Honest

5.45

.90

.000

Unreliable/Reliable

5.31

.85

.000

Insincere/Sincere

5.45

.88

.000

Untrustworthy /Trustworthy

5.36

.93

.000
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.64

.70

.75

Table 4.14
Study 1 (Will Smith) Measurement Model Loadings (cont.)
Construct

Measurement Item

Mean

Attitudes toward
the Celebrity

I dislike the celebrity/I like the celebrity

Attitudes toward
Product

P-Value

AVE

6.03

Stand.
Estimate
.90

.000

.83

I react unfavorably to the celebrity/I
react favorably to the celebrity

5.80

.94

.000

I feel negative toward the celebrity/I
feel positive toward the celebrity

5.84

.93

.000

The celebrity is bad/The celebrity is
good
I dislike the product/I like the product

5.93

.87

.000

4.71

.91

.000

I react unfavorably to the product/I
react favorably to the product

4.80

.97

.000

I feel negative toward the product/I feel
positive toward the product

4.86

.92

.000

The product is bad/The product is good

4.84

.83

.000

It is unlikely/It is likely

3.77

.94

.000

It is improbable/It is probable

3.99

.95

.000

It is impossible/It is possible

4.72

.75

.000

Purchase
Likelihood

Table 4.15
Study 1 (Will Smith) Discriminant Validity of Model Constructs
1

Construct

2

3

4

5

6

7

a

1. Likability

.791

2. Attachment

.462b .797a

3. Credibility (Expertise)

.524b .453b .838a

4. Credibility (Trustworthy)

.593b .476b .693b .868a

5. Attitudes toward Celebrity .663b .394b .586b .675b .910a

a

6. Attitudes toward Product

.438b .422b .458b .522b .557b .909a

7. Purchase Likelihood

.384b .368b .360b .402b .391b .674b .885a

Square Root of AVE

b

Correlation Coefficients significant at .01 level.
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.83

.78

Table 4.16
Study 1 (Brad Pitt) Measurement Model Loadings
Convergent Validity
Stand.
PAVE
Estimate
Value

Construct

Measurement Item

Mean

Likability

Warm / Cold

4.94

.77

.000

Likeable / Unlikable

5.45

.78

.000

Sincere / Insincere

4.80

.78

.000

Friendly / Unfriendly

4.90

.83

.000

Brad Pitt makes me feel
cared about

3.24

.66

.000

I feel a lot of closeness with
Brad Pitt

2.16

.67

.000

Brad Pitt makes me feel
free to be who I am

2.83

.88

.000

Generally, Brad Pitt makes
me feel very capable and
effective

2.77

.91

.000

Not an expert/Expert

4.30

.81

.000

Inexperience/Experienced

5.05

.81

.000

Unknowledgeable/Knowled
geable

4.91

.89

.000

Unqualified/Qualified

4.89

.88

.000

Unskilled/Skilled

5.18

.80

.000

Undependable/Dependable

4.73

.76

.000

Dishonest/ Honest

4.60

.81

.000

Unreliable/Reliable

4.70

.88

.000

Insincere/Sincere

4.67

.81

.000

Untrustworthy/Trustworthy

4.57

.80

.000

Attachment

Credibility
Expertise

Trustworthiness
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.62

.62

.70

.66

Table 4.16
Study 1 (Brad Pitt) Measurement Model Loadings (cont.)
Construct
Attitudes toward
the Celebrity

Attitudes toward
Product

Purchase
Likelihood

Measurement Item

Mean

I dislike the celebrity/I like
the celebrity

5.29

I react unfavorably to the
celebrity/I react favorably
to the celebrity

5.02

.91

.000

I feel negative toward the
celebrity/I feel positive
toward the celebrity

5.08

.87

.000

The celebrity is bad/The
celebrity is good

5.12

.85

.000

I dislike the product/I like
the product

4.34

.84

.000

I react unfavorably to the
product/I react favorably to
the product

4.40

.91

.000

I feel negative toward the
product/I feel positive
toward the product

4.46

.96

.000

The product is bad/The
product is good

4.51

.83

.000

It is unlikely/It is likely

3.31

.93

.000

It is improbable/It is
probable
It is impossible/It is
possible

3.55

.96

.000

4.32

.74

.000

87

Stand.
Estimate
.91

PValue
.000

AVE
.78

.79

.78

Table 4.17
Study 1 (Brad Pitt) Discriminant Validity of Model Constructs
1

Construct

2

4

1. Likability

.790

2. Attachment

.391b .789a

3. Credibility (Expertise)

.421b .234b .839a

4. Credibility (Trustworthy)

.586b .359b .564 b .813a

5. Attitudes toward Celebrity .681b .440b

a

3

5

5

6

7

a

.535b .569b .623b .886a

6. Attitudes toward Product

.334b .297b .373b .473b .358b .478b .887a

7. Purchase Likelihood

.252b .249b .218b .312b .254b .315b .632b .882a

Square Root of AVE

b

Correlation Coefficients significant at .01 level.

Study 2 Pre-test
For Study 2, Brad Pitt was the celebrity, and the products were the same.
Through the extensive pre-tests in Study 1, Brad Pitt was found to be highly familiar with
a student population. Also, appropriate digital images of Brad Pitt were available.
The manipulations for Study 2 include perceived fit and the celebrity’s perceived
involvement with the development of the celebrity brand extension. Since the perceived
fit manipulations were successful in Study 1, the products remained the same.
Six scenarios were created to represent the celebrity’s involvement with the
development of the celebrity brand extension. One scenario described the celebrity’s
high involvement with the product’s development. The second scenario described the
celebrity’s limited role with the product’s development. The same products (sunglasses,
luggage and vacuum cleaner) were used to represent the three levels of perceived fit
(high, moderate and low) and were featured in three separate advertisements. The
layouts of the print advertisements were identical featuring an image of Brad Pitt and
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unique generic product images (sunglasses, luggage and vacuum cleaner). The product
names and images were the only items altered in the advertisements (see Appendix A for
scenarios and advertisements).
First, only the perceived involvement scenarios were pretested with a student
sample. The mean for the high involvement scenario was 4.74, and the mean for the low
involvement scenario was 3.56. A one-way ANOVA indicated a significant difference
between the two involvement scenarios (F = 11.57, p < .001).
A pre-test of Study 2 was conducted with a student sample (N = 118) in a
classroom setting. It was important to confirm that perceived involvement and perceived
fit manipulations were conducted as intended. The pre-test for perceived involvement
showed the two scenarios were significantly different (F = 4.41, p < .05). Also, the
manipulation check for perceived fit showed the three products were significantly
different (F = 26.71, p < .001). Results of this pre-test for the manipulation check are
presented in Table 4.18.

Table 4.18
Pre-Test Study 2 Perceived Involvement and Perceived Fit Manipulation Results
Manipulation

Role

Perceived
Involvement

Perceived Fit

Mean

F

Significance

High

Sample
Size
61

3.46

4.41

.038

Low

57

2.98

Sunglasses

42

4.73

26.71

.000

Luggage

41

3.24

Vacuum Cleaner

35

2.23
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Study 2 pre-test measurement reliabilities for the dependent variables (attitudes
toward the ad, attitudes toward the brand extension, purchase likelihood and spillover
effects), covariates (likability, attachment and similarity) and manipulation checks
(perceived fit and perceived involvement) are presented in Table 4.19. The initial
reliabilities ranged from .83 for likability and similarity to .97 for attitudes toward the
celebrity brand extension and purchase likelihood. All the scale reliabilities exceeded the
acceptable .70 threshold (Nunnally 1978).

Table 4.19
Summary of Study 2 Pre-test Measurement Instruments
Construct

Source

Likability
Attachment
Similarity
Attitudes toward Advertisement
Attitudes toward Celebrity Brand Extension
Purchase Likelihood
Spillover Effects

Whittler and Dimeo 1991
Thomson 2005
Bower and Landreth 2001
Holbrook and Batra 1987
Holbrook and Batra 1987
Yi 1990
Holbrook and Batra 1987;
Batra and Homer 2004
Aaker and Keller 1990
Adapted Hunter and
Davidsson 2006

Perceived Fit (manipulation check)
Perceived Involvement (manipulation check)

Initial
Reliability

.83
.88
.83
.91
.97
.97
.96
.95
.87

Because the pre-test sample for Study 2 was small (N=118) preventing the use of
CFA, a principle-components factor analysis was conducted in SPSS to analyze the factor
loadings for each construct. All items had factor loadings greater than .50 (see Table
4.20). Since reliabilities were sufficient and measurement items loaded well, the
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measurements for Study 2 were considered sufficient to proceed to the final data
collection for Study 2.

Table 4.20
Study 2 Pre-test Exploratory Factor Analysis Loadings
Construct
Likability

Attachment

Similarity

Attitudes toward
Advertisement

Measurement Item

Mean

Loading

Warm / Cold

4.81

.80

Likeable / Unlikable

5.25

.86

Sincere / Insincere

4.49

.79

Friendly / Unfriendly

4.93

.81

Brad Pitt makes me care about him.

2.96

.81

I feel very close with Brad Pitt.

2.26

.86

Brad Pitt makes me feel free to be
who I am.

2.70

.86

Generally, Brad Pitt makes me feel
very capable and effective.

2.58

.91

I feel that Brad Pitt and I are very
much alike.

2.63

.89

I can identify physically with Brad
Pitt.

2.58

.80

I find that Brad Pitt is like me.

2.31

.91

I dislike the ad/I like the ad

3.71

.86

I react unfavorably to the ad/I react
favorably to the ad

3.57

.92

I feel negative toward the ad/I feel
positive toward the ad

3.65

.88

The ad is bad/The ad is good

3.40

.89

91

Table 4.20
Study 2 Pre-test Exploratory Factor Analysis Loadings (cont.)
Construct
Attitudes toward
Celebrity Brand
Extension

Purchase Likelihood

Spillover Effects

Perceived Fit
(manipulation check)

Perceived
Involvement

Measurement Item

Mean

Loading

I like the Brad Pitt Vacuum Cleaner brand
extension.

3.44

.96

I have a favorable attitude toward the Brad Pitt
Vacuum Cleaner brand extension.

3.44

.97

I have positive feelings toward the Brad Pitt
Vacuum Cleaner brand extension.

3.39

.96

The Brad Pitt Vacuum Cleaner brand extension
is good.

3.48

.94

Unlikely to purchase / Likely to purchase

2.63

.97

Probably will not purchase / Probably will
purchase

2.48

.99

Possibly will not purchase / Possibly will purchase

2.63

.97

I like Brad Pitt as a celebrity brand.

3.92

.91

I react favorably to Brad Pitt as a celebrity brand.

3.79

.97

I feel positive toward Brad Pitt as a celebrity brand.

3.81

.97

Brad Pitt is a good celebrity brand.

4.07

.93

The Brad Pitt Brand Vacuum Cleaner is a good fit
with Brad Pitt.

3.61

.94

The Brad Pitt Brand Vacuum Cleaner is a logical
fit with Brad Pitt.

3.58

.94

I find vacuum cleaners to be similar with Brad Pitt.

3.19

.93

Brad Pitt Brand Vacuum Cleaner is appropriate to
be related with Brad Pitt.

3.51

.92

I believe Brad Pitt’s engagement in the vacuum cleaner
is more than an endorser.

3.59

.64

Brad Pitt is actively involved in all aspects of this
vacuum cleaner product line.

3.23

.85

Brad Pitt is actively involved in managing the
business activities of the vacuum cleaner product
line.

3.16

.90

Brad Pitt is integrally involved in design,
production and selling of the vacuum cleaner.

3.25

.86

Brad Pitt really cares about the business success of
his vacuum cleaner product line.

4.14

.66

Brad Pitt will be affected by the success or failure
of his vacuum cleaner product line.

3.03

.67

(manipulation check)
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Table 4.20
Study 2 Pre-test Exploratory Factor Analysis Loadings (cont.)
Construct

Measurement Item

Mean

Loading

Brad Pitt is the owner of the company that is
designing, producing and selling the vacuum
cleaner.

3.34

.64

Brad Pitt is considered to be an expert with the
vacuum cleaner.

2.10

.63

Study 2 Procedures
Study 2 data collection was conducted at the University of Memphis in a
classroom setting with students randomly assigned to one of the six different
experimental conditions (high involvement/high perceived fit, high
involvement/moderate perceived fit, high involvement/low perceived fit and low
involvement/high perceived fit, low involvement/moderate perceived fit, low
involvement/low perceived fit). Only one celebrity, Brad Pitt, was tested in this study.
In-class studies were used because the tested stimuli were print advertisements. It is
important that stimuli are presented in the same format as in the real world. Students
were offered extra credit upon completion of the study.
First, the students were asked to provide their consent with their initials. Next,
they were asked to define their pre-existing perceptions of Brad Pitt by evaluating their
likability of, attachments to and similarity with the celebrity prior to exposure to the
stimuli. The subjects read one of the six scenarios which introduced the celebrity’s
perceived involvement with the product’s development. The scenarios were presented as
a fictitious press release. They were then exposed to one of the three print advertisements
featuring the celebrity brand with the celebrity branded product (sunglasses, luggage and
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vacuum cleaner) based on the three levels of perceived fit. As tested in Study 1,
cognitive responses were gathered about the press release and advertisement, however, in
this study, the subjects asked to rate their responses as positive, neutral or negative. After
exposure to the advertisement, each student answered a questionnaire that assessed the
dependent variables of attitudes toward the ad, attitudes toward the celebrity brand
extension, purchase likelihood and spillover effects of extension on the celebrity brand.
Finally, manipulation checks were performed for celebrity’s perceived involvement and
perceived fit, demographic information was gathered, and students were asked to identify
the purpose of the study (see Appendix D for an example of the study).
Study 2 Psychometric Evaluation of Measures
All construct measures in Study 2 were operationalized based on previous
research and adapted for the purposes of this research. Prior to any analysis, the data for
each study was reviewed for any missing or inappropriate answers (not properly
identifying celebrity or product). Study 2 had two incomplete questionnaires leaving the
total sample size at 241.
Study 2 measures were initially assessed by calculating their reliabilities. The
initial reliabilities ranged from .84 for likability and similarity to .97 for attitudes toward
brand extension and perceived fit. All reliabilities exceeded the acceptable .70 threshold
(Nunnally 1978). A summary of Study 2 measures and initial reliabilities is presented in
Tables 4.21.
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Table 4.21
Summary of Study 2 (Brad Pitt) Measurement Instruments
Construct

Source

Initial
Reliability

Likeability
Attachment
Similarity
Attitudes toward Ad
Attitudes toward Brand Extension
Purchase Likelihood
Spillover Effect
Perceived Fit
Perceived Involvement

Whittler and Dimeo 1991
Thomson 2005
Bower and Landreth 2001
Holbrook and Batra 1987
Holbrook and Batra 1987
Yi 1990
Holbrook and Batra 1987
Aaker and Keller 1990
Adapted Hunter and Davidsson 2006

.84
.86
.84
.86
.97
.94
.96
.96
.90

Study 2 Confirmatory Factor Analysis
For Study 2, a CFA in M-Plus was used to assess the validity of the dependent
measures (attitudes toward the ad, attitudes toward the celebrity brand extension,
purchase likelihood and spillover effects) and the covariates (likability, attachment and
simliarity). The fit of the measurement model was relatively strong based on the fit
statistics. Although the chi square was significant for Study 2 (χ2 = 442.85, p < .001),
other measures of the measurement model fit, including the comparative fit index (CFI =
.97), Tucker-Lewis index (TFI = .96), the root means square error of approximation
(RMSEA = .05) and standardized root mean residual (SRMR = .04), indicate that the data
adequately fit the measurement model for Study 2. In addition, all items loaded
significantly on their respective variables (see Table 4.22).
The scales were further assessed by evaluating convergent and discriminant
validity. Evidence of convergent validity was provided by examining each construct’s
average variance extracted (AVE). Using Fornell and Larcker’s (1981) criterion, a
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construct was considered to exhibit convergent validity with an AVE of .50 or greater. As
demonstrated in Tables 4.22, the AVE for all study constructs exceeded this cut-off.

Table 4.22
Study 2 Measurement Model Loadings
Convergent Validity
Stand.
PAVE
Estimates
Value

Construct

Measurement Item

Mean

Likability

Warm / Cold

4.99

.77

.000

Likeable / Unlikable

5.48

.77

.000

Sincere / Insincere

4.81

.78

.000

Friendly / Unfriendly

5.16

.82

.000

Brad Pitt makes me feel
cared about.

2.95

.69

.000

I feel a lot of closeness with
Brad Pitt.

2.17

.75

.000

Brad Pitt makes me feel
free to be who I am.

2.68

.85

.000

Generally, Brad Pitt makes
me feel very capable and
effective.

2.59

.82

.000

Brad Pitt and I are very
much alike.
I can identify physically
with Brad Pitt.
I find that Brad Pitt is like
me.
I like the ad/I dislike the ad

2.59

.85

.000

2.42

.67

.000

2.39

.91

.000

3.63

.82

.000

I react favorably to the ad/I
react unfavorably to the ad

3.55

.84

.000

I feel positive toward the
ad/I feel negative toward
the ad

3.51

.75

.000

Attachment

Similarity

Attitudes toward
the Ad
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.62

.61

.67

.62

Table 4.22
Study 2 Measurement Model Loadings (cont.)
Construct

Attitudes toward
Celebrity Brand
Extension

Purchase
Likelihood

Spillover Effect

Measurement Item

Mean

P-Value

3.38

Stand.
Estimate
.74

The ad is good/The ad is
bad
I like the celebrity brand
extension/I dislike the
celebrity brand extension.

3.58

.92

.000

I react favorably to the
celebrity brand extension/I
react unfavorably to the
celebrity brand extension.

3.57

.97

.000

I feel positive toward the
celebrity brand extension/I
feel negative toward the
celebrity brand extension

3.51

.95

.000

The celebrity brand
extension is good/The
celebrity brand extension
ad is bad

3.65

.91

.000

It is unlikely/It is likely

2.37

.89

.000

It is improbable/It is
probable

2.27

.93

.000

It is impossible/It is
possible

2.47

.94

.000

I like the celebrity brand / I
dislike the celebrity brand

4.08

.87

.000

I react favorably to the
celebrity brand / I react
unfavorably to the celebrity
brand

3.86

.96

.000

I feel positive toward the
celebrity brand / I feel
negative toward the
celebrity brand

3.96

.97

.000

The celebrity is good brand
/ The celebrity brand is bad

4.18

.86

.000
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AVE

.000

.88

.85

.87

To show discriminant validity, the square root of the average variance extracted
(AVE) should be greater than the correlations for each construct with the other constructs
(Fornell and Larcker 1981). As shown in Tables 4.23, all square roots of the AVE are
greater than the constructs’ correlations, establishing discriminant validity.

Table 4.23
Study 2 (Brad Pitt) Discriminant Validity of Model Constructs
Construct

1

2

3

4

5

6

7

a

1. Likability

.785

2. Attachment

.363b .780a

3. Similarity

.234b .432b .816a

4. Attitudes toward Ad

.160b .187b .126b .789a

5. Attitudes toward Brand Extension .292b .349b .171b .626b .938a

a

6. Purchase Likelihood

.131b .184b .145b .485b .599b .934a

7. Spillover Effect

.387b .313b .229b .422b .644b .388b .934a

Square Root of AVE
Correlation Coefficients significant at .01 level.

b

Chapter Summary
This chapter provided the data collection, research design and procedures which
were used to test the hypotheses for this dissertation on celebrity brands. First, the data
collection process was discussed, including the power analysis, sample framing and
stimuli selection. Second, a thorough analysis of the pre-tests was presented. Finally,
psychometric evaluations of the studies’ measures were conducted and discussed,
including reliabilities of all scales, confirmatory factor analyses and measurement model
fit for each study and the replicate.
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CHAPTER 5
HYPOTHESES TESTING
This chapter outlines the data analysis procedures to test the hypotheses presented
in Chapter 3. Included is a discussion of the analysis for each hypothesis and the results.
Implications for the hypothesis testing results are presented in Chapter 6. Table 5.1
reviews the research hypotheses.

Table 5.1
Summary of Research Hypotheses
Hypothesis
H1: The perceived fit main effect is expected such that the moderate perceived
fit between the celebrity and the product will yield higher levels of a) perceived
source credibility, b) attitudes toward the celebrity and c) attitudes toward the
product, as compared to the products with high fit or low fit.
H2: A significant effect between the role of the celebrity and perceived fit is
expected such that high or moderate perceived fit between the celebrity and the
product will yield higher levels of a) perceived source credibility, b) attitudes
toward the celebrity and c) attitudes toward the product, as compared to the
products with low fit.
H3: For celebrity brands, a) perceived celebrity credibility, b) attitudes toward
the celebrity and c) attitudes toward the product will yield higher levels of
purchase likelihood, compared to celebrity endorsers.
H4: The perceived fit main effect is expected such that high and moderate
perceived fit between the celebrity brand and the celebrity brand extension will
yield higher levels of a) attitudes toward the advertisement and b) attitudes
toward celebrity brand extension, compared to those celebrity brand extensions
with low perceived fit.
H5: A significant interaction of the celebrity’s perceived involvement and
perceived fit is on a) attitudes toward the advertisement and b) attitudes toward
celebrity brand extension. When the celebrity is perceived to be highly
involved in the brand extension, attitudes will be high only when the fit is
perceived to be high compared to moderate or low fit. In contrast, when the
celebrity is not perceived to be highly involved with the brand extension,
higher levels of fit will yield higher attitudes.
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Table 5.1
Summary of Research Hypotheses (cont.)
Hypothesis
H6: For celebrities perceived to be highly involved in the brand extension, a)
attitudes toward the advertisement and b) attitudes toward the celebrity brand
extension will yield higher levels of purchase likelihood, compared to
celebrities with low involvement in the brand extension.
H7: For celebrities perceived to be highly involved in the brand extension,
attitudes toward the advertisement will be indirectly related to purchase
likelihood via attitudes toward the celebrity brand extension, compared to
celebrities with low involvement in the brand extension.
H8: For celebrities perceived to be highly involved in the brand extension,
attitudes toward the celebrity brand extension will yield in higher levels of
spillover effects toward the celebrity brand, compared to celebrities with low
involvement in the brand extension.

The hypotheses for each study were tested in SPSS using general linear models
(GLM), either multivariate models (MANCOVA) or univariate models (ANCOVA).
Using GLM allows a single estimated model, but it provides the flexibility and simplicity
in model design where a number of different statistical models can also be included (Hair
et al 2006). Since several dependent variables along with covariates were measured in
each study, MANCOVA is the appropriate data analysis tool for experimental design,
which allows for simultaneous testing of the measured outcomes, which can potentially
be correlated, while considering covariates. MANCOVA also allows for interactions
between independent variables, as tested in these studies. When only one dependent
variable was tested, ANCOVA was used. For Hypotheses 1, 2, 4 and 5, MANCOVA was
used. ANCOVA was used for Hypotheses 3, 6, 7 and 8.
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STUDY 1
A model was developed for Study 1, which was replicated with a different
celebrity (Brad Pitt) but the same products. Study 1 tested the hypotheses related to the
role of perceived fit and the role of the celebrity (brand versus an endorser). For Study 1,
dummy variables were entered based on the conditions which a subject was exposed
(high fit = 3, moderate fit = 2 and low fit = 1 as well as celebrity brand = 1 and celebrity
endorser = 2). The dependent variables of source credibility, attitudes toward the
celebrity, attitudes toward the product and purchase likelihood and the covariates of
likability, attachment and gender were analyzed. Specifically, Hypotheses 1, 2 and 3
were tested in this study. Hypothesis 1 and 2 were tested with MANCOVA, and
Hypothesis 3 was analyzed with ANCOVA. Will Smith was first tested as the celebrity
in Study 1, and then the study was replicated with Brad Pitt. The results for the Study 1
replicate will be presented separately.
Manipulation Checks for Study 1
Before testing the hypotheses for Study 1, a one-way ANOVA was used to test
the manipulations of perceived fit for each study with the 4-item perceived fit measure
discussed earlier. For study 1 (Will Smith) and its replicate (Brad Pitt), the F-values
(Smith F-value = 62.51, p < .001; Pitt F-value = 54.55, p < .001) and means (Smith High
Fit x = 5.45 , Smith Moderate Fit x = 4.54 , Smith Low Fit x = 3.10 ; Pitt High Fit

x = 4.86 , Pitt Moderate Fit x = 4.05 , Pitt Low Fit x = 2.72 ) indicate the perceived fit
manipulations were successful. In addition, the Cronbach’s alphas for perceived fit for
each study (Will Smith Study’s α = .97 and Brad Pitt Study’s α = .95) show that the
perceived fit scale was reliable. As presented in Chapter 4, the manipulation of role
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(celebrity versus endorser) was extensively tested in the pre-tests. The manipulation
check was significant (F = 31.83, p < .001) showing a difference between the roles of a
celebrity as a brand versus a celebrity as an endorser in the written scenarios. The role
manipulation check was measured on a semantic differential scale (Brand…Endorser).
The pre-test mean for celebrity brand scenario was 2.05, whereas, the mean for the
celebrity endorser scenario was 4.20. A summary of Study 1 perceived fit manipulation
is provided in Table 5.2.

Table 5.2
Manipulation Checks for Study 1
Sum of
Mean
Squares
df
Square
Study 1: Will Smith (Perceived Fit)
Between Groups
247.49
2 123.75
Within Groups
490.93
248
1.98
Total
738.42
250
High fit
Moderate fit
Low fit
Study 1: Brad Pitt (Perceived Fit)
Between Groups
179.83
2
Within Groups
360.11
230
Total
530.94
232
High fit
Moderate fit
Low fit

85.41
1.57
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Mean
F
62.51

54.55

N

Sig.
.000

5.45
4.54
3.10

86
86
79

4.86
4.05
2.72

74
87
73

.000

Hypothesis Testing for Will Smith
Table 5.3 presents the descriptive data for the dependent variables of source
credibility, attitudes toward the celebrity and attitudes toward the product based on the
manipulations of perceived fit and the role of the celebrity.

Table 5.3
Study 1 (Will Smith) Descriptive Statistics
Dependent
Variable
Source
Credibility

Fit
Manipulation
Low
Moderate
High

Attitudes toward
Celebrity

Low
Moderate
High

Attitudes toward
Product

Low
Moderate
High

Celebrity Role
Manipulation
Brand
Endorser
Brand
Endorser
Brand
Endorser
Brand
Endorser
Brand
Endorser
Brand
Endorser
Brand
Endorser
Brand
Endorser
Brand
Endorser

Mean
5.14
5.06
5.35
5.50
5.41
5.65
5.80
5.64
5.70
6.01
5.89
6.28
4.49
4.62
4.75
5.02
4.82
5.07

Std.
Deviation
1.09
.96
1.15
.92
1.12
1.02
1.12
.73
1.16
1.14
1.26
1.18
1.19
.79
1.33
1.21
1.3
1.25

N
41
38
41
45
41
45
41
38
41
45
41
45
41
38
41
45
41
45

In Study 1, the MANCOVA model evaluated the main effect of perceived fit and
the relationship between perceived fit with the role of the celebrity (brand versus
endorser) and their influence on the outcomes of source credibility, attitudes toward the
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celebrity and attitudes toward the product, while controlling for the covariates of
likability, attachment and gender.
First, the statistical significance between the groups was assessed for the overall
model fit for Study 1. Hair, Black, Babin, Anderson and Tatham (2006) stated that
Pillai’s criterion and Wilks’ Lambda are the preferred test statistic; however, Roy’s
Largest Root is a more powerful test statistic by evaluating based on the dimension that
most separates the groups. Results of the statistical tests should provide similar
conclusions (Hair, Black, Babin, Anderson and Tatham 2006). For Study 1, Pillai’s
Criterion and Wilks’ Lambda were not significant for the interaction effect (Pillai’s
Criterion = .03, F = 1.30, p > .10; Wilks’ Lambda = 0.97, F = 1.30, p > .10) or the main
effect (Pillai’s Criterion = .02, F = .64, p > .10; Wilks’ Lambda = 0.98, F = .64, p > .10).
Hypothesis 1 predicted a main effect of perceived fit such that moderate perceived
fit would yield higher levels of a) perceived source credibility, b) attitudes toward the
celebrity and c) attitudes toward the product. As stated above, the results of the
MANCOVA did not demonstrate a significant main effect for the perceived fit groups
(Wilks’ Lambda = 0.98, F = .64, p > .10), implying perceived fit does not have a
significant effect on the dependent variables, even while controlling for the effect of the
covariates of likability, attachment and gender. Thus, Hypothesis 1 is not supported.
Hypothesis 2 predicted a significant effect between the role of the celebrity and
perceived fit to yield higher levels of a) perceived source credibility, b) attitudes toward
the celebrity and c) attitudes toward the product when there was a high or moderate
perceived fit. The Wilks’ Lambda (0.97, F = 1.30, p > .10) for the effects of perceived fit
and celebrity role was not significant; however, upon further examination of the
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Between-Subjects Effects, attitudes toward the celebrity was significant. The hypothesis
predicted higher levels of attitudes toward the celebrity for the high and moderate levels
of perceived fit than the low level. A review of the means did not indicated higher levels
of attitudes toward the celebrity for the celebrity brand with a low perceived fit
( x = 6.00 ) compared to the moderate ( x = 5.71 ) and high levels ( x = 5.9 ). Thus,
Hypothesis 2 is not supported.
The covariates of likability, attachment and gender were also included in the
model. The covariates of likability (Wilks’ Lambda = .64, F = 44.56, p < .001) and
attachment (Wilks’ Lambda = .88, F = 11.16, p < .001) had significant multivariate test
statistics, indicating that these covariates accounted for a significant amount of variance
in all models, with the exception of the ANOVA for attitudes toward the celebrity.
Gender (Wilks’ Lambda = .99, F = .65, p > .10) did not have a significant effect on either
relationship, which implies the subjects’ gender did not matter for this study. Table 5.4
presents the Tests of Between-Subjects Effects.

Table 5.4
Study 1 (Will Smith) Tests of Between-Subjects Effects
Effect of

On

Likability

Source Credibility
Attitudes toward Celebrity
Attitudes toward Product
Source Credibility
Attitudes toward Celebrity
Attitudes toward Product
Source Credibility
Attitudes toward Celebrity
Attitudes toward Product

Attachment

Gender

Sum of
Squares
44.27
81.54
24.57
15.67
2.01
18.23
1.19
.38
.53
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df
1
1
1
1
1
1
1
1
1

Mean
Square
43.38
83.76
23.81
15.57
2.01
18.23
1.19
.38
.53

F

Sig.

69.18
121.10
22.61
24.33
2.99
16.78
1.87
.56
.49

.000
.000
.000
.000
.085
.000
.173
.455
.486

Wilks’
Lambda
.64

Sig.
.000

.88

.000

.99

.585

Table 5.4
Study 1 (Will Smith) Tests of Between-Subjects Effects (cont.)
Effect of

On

Sum of
Squares

df

Mean
Square

F

Sig.

Fit

Source Credibility
Attitudes toward Celebrity
Attitudes toward Product
Source Credibility
Attitudes toward Celebrity
Attitudes toward Product
Source Credibility
Attitudes toward Celebrity
Attitudes toward Product

1.79
1.05
1.95
.15
.08
.38
.63
4.90
1.01

2
2
2
1
1
1
2
2
2

.89
.53
.98
.15
.08
.38
.31
2.45
.51

1.40
.78
.90
.19
.18
.38
.49
3.64
.47

.249
.459
.409
.635
.913
.558
.613
.028
.628

Role of
Celebrity
Fit * Role of
Celebrity

Wilks’
Lambd
a
.98

Sig.

.699

1.00

.847

.97

.257

A closer examination of the means for the six cells (Table 5.3) did provide some
interesting results. The means for source credibility ( x = 5.14) and attitudes toward
celebrity ( x = 5.80) for the low fit products considered to be a celebrity brand were
higher than the means for those products that were considered to be endorsed by the
celebrity. The same means (source credibility and attitudes) for the moderate and high fit
products were greater for the celebrity endorser compared to the celebrity brand. While
not significant, celebrity brands resulted in higher levels of attitudes and perceptions for
low fit products, whereas, moderate and high fit products are better for celebrity
endorsers. Further research studies should evaluate these unique relationships.
Hypothesis 3 proposed that a) perceived source credibility, b) attitudes toward the
celebrity and c) attitudes toward the product will yield higher levels of purchase
likelihood for celebrity brands than celebrity endorsers. To test this hypothesis, a general
linear model was developed for each variable (perceived source credibility, attitudes
toward the celebrity and attitudes toward the product) and tested separately in ANCOVA
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in SPSS. The first model tested separately source credibility, attitudes toward the
celebrity and attitudes toward the product as the dependent variables, and the fixed
factors of perceived fit and the role of the celebrity were included as fixed factors. In
addition, likability and attachment were included as covariates. Next, a separate model
with purchase likelihood as the dependent variable, perceived fit and the role of the
celebrity as fixed factors and likability and attachment as covariates was analyzed.
Finally, the same model above was run with source credibility, attitudes toward the
celebrity and attitudes toward the product were added as covariates. Hypothesis 3 was
evaluated for the significance of the main effect of the role of the celebrity in each of
these steps.
For H3a, when evaluating source credibility, the role of the celebrity did not have
a significant main effect on source credibility (F = .26, p > .05), when controlling for just
likability (F = 74.67, p < .05) and attachment (F = 25.05, p < .05); on purchase likelihood
(F = 3.56, p > .05), when controlling for just likability (F = 18.29, p < .001) and
attachment (F = 11.79, p < .001); or on purchase likelihood (F = 3.82, p > .05), when
controlling for the effects of likability (F = 3.2, p < .05), attachment (F = .91, p > .05),
source credibility (F = .56, p > .05), attitudes toward the celebrity (F = 1.62, p > .05) and
attitudes toward the product (F = 112.07, p < .05) (see Table 5.5). Since the role of the
celebrity did not have a significant main effect, Hypothesis 3a is not supported for source
credibility.
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Table 5.5
Study 1-H3a (Will Smith) Tests of Between-Subjects Effects
Effect of

On

Sum of
Squares

df

Mean
Square

F

Sig.

Likability

Source Credibility

47.69

1

47.69

74.67

.000

Attachment

Source Credibility

16.00

1

16.00

25.05

.000

Perceived Fit

Source Credibility

2.39

2

1.20

1.87

.156

Role of Celebrity

Source Credibility

.17

1

.17

.26

.610

Fit *Role

Source Credibility

.72

2

.36

.56

.570

Likability

Purchase Likelihood

43.40

1

43.40

18.29

.000

Attachment

Purchase Likelihood

27.97

1

27.97

11.79

.001

Perceived Fit

Purchase Likelihood

1.00

2

.50

.21

.810

Role of Celebrity

Purchase Likelihood

8.44

1

8.44

3.56

.060

Fit * Role

Purchase Likelihood

1.85

2

.93

.39

.677

Likability

Purchase Likelihood

5.00

1

5.00

3.20

.075

Attachment

Purchase Likelihood

1.42

1

1.42

.91

.341

Source Credibility

Purchase Likelihood

.88

1

.88

.56

.454

Attitudes toward Celebrity

Purchase Likelihood

2.53

1

2.53

1.62

.204

Attitudes toward Product

Purchase Likelihood

175.20

1

175.20

112.07

.000

Perceived Fit

Purchase Likelihood

3.81

2

1.90

1.22

.298

Role of Celebrity

Purchase Likelihood

5.96

1

5.96

3.82

.052

Fit *Role

Purchase Likelihood

1.00

2

.50

.32

.726

Step 1:

Step 2:

Step 3:
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For H3b, when evaluating attitudes toward the celebrity, the role of the celebrity
did not have a significant main effect on attitudes toward the celebrity (F = .14, p > .05),
when controlling for just likability (F = 127.73, p < .05) and attachment (F = 3.66, p >
.05); on purchase likelihood (F = 3.56, p > .05), when controlling for just likability (F =
18.29, p < .001) and attachment (F = 11.79, p < .001); or on purchase likelihood (F =
3.82, p > .05), when controlling for the effects of likability (F = 3.2, p < .05), attachment
(F = .91, p > .05), source credibility (F = .56, p > .05), attitudes toward the celebrity (F =
1.62, p > .05) and attitudes toward the product (F = 112.07, p < .05) (see Table 5.6).
Since the role of the celebrity did not have a significant main effect for any of the steps,
Hypothesis 3b is not supported for attitudes toward the celebrity.

Table 5.6
Study 1-H3b (Will Smith) Tests of Between-Subjects Effects
Effect of

On

Sum of
Squares

df

Mean
Square

F

Sig.

Likability

Attitudes toward
Celebrity
Attitudes toward
Celebrity
Attitudes toward
Celebrity
Attitudes toward
Celebrity
Attitudes toward
Celebrity

89.41

1

89.41

127.73

.000

2.56

1

2.56

3.66

.057

.66

2

.33

.47

.625

.10

1

.10

.14

.708

3.10

2

1.55

2.22

.111

Likability

Purchase Likelihood

43.40

1

43.40

18.29

.000

Attachment

Purchase Likelihood

27.97

1

27.97

11.79

.001

Perceived Fit

Purchase Likelihood

1.00

2

.50

.21

.810

Role of Celebrity

Purchase Likelihood

8.44

1

8.44

3.56

.060

Step 1:

Attachment
Perceived Fit
Role of Celebrity
Fit *Role
Step 2:
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Table 5.6
Study 1-H3b (Will Smith) Tests of Between-Subjects Effects (cont.)
Effect of

On

df

Purchase Likelihood

Sum of
Squares
1.85

F

Sig.

2

Mean
Square
.93

Fit * Role

.39

.677

Likability

Purchase Likelihood

5.00

1

5.00

3.20

.075

Attachment

Purchase Likelihood

1.42

1

1.42

.91

.341

Source Credibility

Purchase Likelihood

.88

1

.88

.56

.454

Attitudes toward Celebrity

Purchase Likelihood

2.53

1

2.53

1.62

.204

Attitudes toward Product

Purchase Likelihood

175.20

1

175.20

112.07

.000

Perceived Fit

Purchase Likelihood

3.81

2

1.90

1.22

.298

Role of Celebrity

Purchase Likelihood

5.96

1

5.96

3.82

.052

Fit *Role

Purchase Likelihood

1.00

2

.50

.32

.726

Step 3:

Finally, when evaluating attitudes toward the product for H3c, the role of the
celebrity did not have a significant main effect on attitudes toward the product (F = .34, p
> .05), when controlling for just likability (F = 23.76, p < .05) and attachment (F = 17.65,
p < .05); on purchase likelihood (F = 3.56, p > .05), when controlling for just likability (F
= 18.29, p < .001) and attachment (F = 11.79, p < .001); or on purchase likelihood (F =
3.82, p > .05), when controlling for the effects of likability (F = 3.2, p < .05), attachment
(F = .91, p > .05), source credibility (F = .56, p > .05), attitudes toward the celebrity (F =
1.62, p > .05) and attitudes toward the product (F = 112.07, p < .05) (see Table 5.7).
Since the role of the celebrity not have a significant main effect for any of the steps,
Hypothesis 3c is not supported for attitudes toward the product.

110

Table 5.7
Study 1-H3c (Will Smith) Tests of Between-Subjects Effects
Effect of

On

Sum of
Squares

df

Mean
Square

F

Sig.

Likability

Attitudes toward
Product
Attitudes toward
Product
Attitudes toward
Product
Attitudes toward
Product
Attitudes toward
Product

26.12

1

26.12

23.76

.000

19.39

1

19.39

17.65

.000

2.35

2

1.18

1.07

.345

.37

1

.37

.34

.563

.34

2

.34

.16

.855

Likability

Purchase Likelihood

43.40

1

43.40

18.29

.000

Attachment

Purchase Likelihood

27.97

1

27.97

11.79

.001

Perceived Fit

Purchase Likelihood

1.00

2

.50

.21

.810

Role of Celebrity

Purchase Likelihood

8.44

1

8.44

3.56

.060

Fit * Role

Purchase Likelihood

1.85

2

.93

.39

.677

Likability

Purchase Likelihood

5.00

1

5.00

3.20

.075

Attachment

Purchase Likelihood

1.42

1

1.42

.91

.341

Source Credibility

Purchase Likelihood

.88

1

.88

.56

.454

Attitudes toward Celebrity

Purchase Likelihood

2.53

1

2.53

1.62

.204

Attitudes toward Product

Purchase Likelihood

175.20

1

175.20

112.07

.000

Perceived Fit

Purchase Likelihood

3.81

2

1.90

1.22

.298

Role of Celebrity

Purchase Likelihood

5.96

1

5.96

3.82

.052

Fit *Role

Purchase Likelihood

1.00

2

.50

.32

.726

Step 1:

Attachment
Perceived Fit
Role of Celebrity
Fit *Role
Step 2:

Step 3:
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STUDY 1 REPLICATE (BRAD PITT)
The model presented and tested in Study 1 for Will Smith was also tested and
analyzed for the Brad Pitt data. Table 5.8 presents the descriptive data for the replicate
study with Brad Pitt. Means and standard deviations for the dependent variables of
source credibility, attitudes toward the celebrity and attitudes toward the product based
on the manipulations of perceived fit and the role of the celebrity are provided.

Table 5.8
Study 1 (Brad Pitt) Descriptive Statistics
Dependent
Variable
Source
Credibility

Fit
Manipulation
Low
Moderate
High

Attitudes toward
Celebrity

Low
Moderate
High

Attitudes toward
Product

Low
Moderate
High

Celebrity Role
Manipulation
Brand
Endorser
Brand
Endorser
Brand
Endorser
Brand
Endorser
Brand
Endorser
Brand
Endorser
Brand
Endorser
Brand
Endorser
Brand
Endorser

Mean
4.77
4.56
4.89
4.64
5.01
4.62
5.24
5.31
4.92
5.22
5.35
4.78
4.13
4.43
4.48
4.36
4.56
4.55

Std.
Deviation
1.21
.95
.93
1.16
.80
.89
1.11
1.09
1.22
1.31
1.23
1.51
1.18
.85
1.15
1.21
1.08
1.02

N
34
38
51
36
39
35
34
38
51
36
39
35
34
38
51
36
39
35

As was the case with the Will Smith Study, the MANCOVA model for the Brad
Pitt data evaluated the main effect of perceived fit and the relationship between perceived
fit with the role of the celebrity (brand versus endorser) and their influence on source
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credibility, attitudes toward the celebrity and attitudes toward the product, while
controlling for the effect of the covariates of likability, attachment and gender.
First, the statistical significance between the groups was assessed for the overall
model fit. Pillai’s Criterion and Wilks’ Lambda again were not significant for the
interaction effect (Pillai’s Criterion = .04, F = 1.41, p > .10; Wilks’ Lambda = 0.96, F =
1.41, p > .10) or the main effect (Pillai’s Criterion = .04, F = 1.52, p > .10; Wilks’
Lambda = 0.96, F = 1.53, p > .10). However, Roy’s Largest Root, which is a more
conservative statistical test, was significant (Roy’s = .04, F = 2.94, p < .05) for main
effect of perceived fit. Table 5.9 presents the Tests of Between-Subjects Effects.
Hypothesis 1 predicted a main effect of perceived fit such that moderate perceived
fit would yield higher levels of a) perceived source credibility, b) attitudes toward the
celebrity and c) attitudes toward the product. As stated above, Roy’s Largest Root
demonstrated a significant main effect for the perceived fit groups (Roy’s = .04, F = 2.94,
p < .05), but further analysis of the MANCOVA tests did not reveal a significant
difference with the main effect of perceived fit on the three dependent variables. Thus,
Hypothesis 1 is not supported for Brad Pitt.
Hypothesis 2 predicted relationship between perceived fit and the role of the
celebrity on the dependent variables of source credibility, attitudes toward the celebrity
and attitudes toward the product. This effect between perceived fit and the Brad Pitt
celebrity role was also not significant (Wilks’ Lambda = 0.96, F = 1.41, p > .10), while
controlling for the effects of the covariates of likability, attachment and gender. This
again suggests that perceived fit and the role of the celebrity did not influence source
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credibility and attitudes toward the celebrity and product; thus Hypothesis 2 was not
supported.
Similar to the test of covariates in the Will Smith Study, the covariates of
likability (Wilks’ Lambda = .59, F = 49.76, p < .001), attachment (Wilks’ Lambda = .91,
F = 7.41, p < .001) and gender (Wilks’ Lambda = .94, F = 5.03, p < .01) had significant
multivariate statistics; however, they did not influence the main effect of perceived fit or
the interaction effect of perceived fit and the role of the celebrity (Brad Pitt). Gender did
not have an influence for Will Smith, but it did have a significant effect for the Brad Pitt
data.

Table 5.9
Study 1 (Brad Pitt) Tests of Between-Subjects Effects
Effect of

On

Likability

Source Credibility
Attitudes toward Celebrity
Attitudes toward Product
Source Credibility
Attitudes toward Celebrity
Attitudes toward Product
Source Credibility
Attitudes toward Celebrity
Attitudes toward Product
Source Credibility
Attitudes toward Celebrity
Attitudes toward Product
Source Credibility
Attitudes toward Celebrity
Attitudes toward Product
Source Credibility
Attitudes toward Celebrity
Attitudes toward Product

Attachment

Gender

Fit

Role of
Celebrity
Fit * Role
of
Celebrity

Sum of
Squares
45.04
94.65
13.57
3.17
14.97
8.88
3.76
9.36
1.55
2.27
.64
3.45
2.75
.09
.60
.07
3.41
1.94

df
1
1
1
1
1
1
1
1
1
2
2
2
1
1
1
2
2
2

Mean
Square
45.04
94.65
13.57
3.17
14.97
8.88
3.76
9.36
1.55
1.13
.32
1.73
2.75
.09
.60
.04
1.71
.97

*Roy’s Largest Root was significant Roy’s = .04, F = 2.94, p < .05

114

F

Sig.

72.27
125.89
13.36
5.08
19.90
8.75
5.85
12.45
1.53
1.82
.43
1.70
4.41
.12
.59
.06
2.27
.96

.000
.000
.000
.025
.000
.003
.016
.001
.218
.165
.655
.185
.037
.730
.445
.945
.106
.386

Wilks’
Lambda
.59

Sig.
.000

.91

.000

.94

.002

.96

.167

.97

.063*

.96

.208

A closer examination of the means for the six cells (Table 5.8) for the Brad Pitt
data did provide some interesting results. The means for source credibility for the low fit
( x = 4.77), moderate fit ( x = 4.89) and high fit ( x = 5.01) for the celebrity brand were
greater than the means for those products for the celebrity endorser. While the means
were not significantly different than the same means for the celebrity endorser, a celebrity
as a brand has a potential main effect on source credibility for Brad Pitt. In addition, the
means for the high fit product ( x = 5.35) were higher for attitudes toward the celebrity for
the celebrity brand and attitudes toward the product produced higher levels for both the
moderate ( x = 4.48) and high fit products ( x = 4.56) for the celebrity brand. While the
means were not significantly different in the MANCOVA analysis, further research
studies should evaluate these unique relationships. Since these results are different from
the Will Smith study, replicating the study with another celebrity, possibly a female, is
needed.
Hypothesis 3 proposed that a) perceived source credibility, b) attitudes toward the
celebrity and c) attitudes toward the product will yield higher levels of purchase
likelihood for celebrity brands than celebrity endorsers. To test this hypothesis, a general
linear model was developed for each variable (perceived source credibility, attitudes
toward the celebrity and attitudes toward the product) and tested separately in ANCOVA
in SPSS. As seen with the Will Smith study, the first model tested separately source
credibility, attitudes toward the celebrity and attitudes toward the product as the
dependent variables, and the fixed factors of perceived fit and the role of the celebrity
were included as fixed factors. In addition, likability and attachment were included as
covariates. Next, a separate model with purchase likelihood as the dependent variable,
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perceived fit and the role of the celebrity as fixed factors and likability and attachment as
covariates was analyzed. Finally, the same model above was run with source credibility,
attitudes toward the celebrity and attitudes toward the product were added as covariates.
As completed for the Will Smith Study, Hypothesis 3 was evaluated for the significance
of the main effect of the role of the celebrity on all the above steps.
For H3a, when evaluating source credibility, the role of the celebrity did have a
significant main effect on source credibility (F = 4.44, p < .05), when controlling for just
likability (F = 77.11, p < .05) and attachment (F = 4.68, p < .05); but did not have a
significant main effect on purchase likelihood (F = 1.36, p < .05), when controlling for
just likability (F = 7.30, p < .01) and attachment (F = 6.53, p < .05); and on purchase
likelihood (F = .78, p > .05), when controlling for the effects of likability (F = .51, p >
.05), attachment (F = 1.24, p > .05), source credibility (F = .01, p > .05), attitudes toward
the celebrity (F = .45, p > .05) and attitudes toward the product (F = 109.05, p < .05) (see
Table 5.10). To evaluate the role of the celebrity, the main effect of the role needs to
remain significant in all three ANOVA models. Since the role of the celebrity did not
maintain a significant main effect throughout the ANCOVA models, Hypothesis 3a is not
supported for source credibility.

Table 5.10
Study 1-H3a (Brad Pitt) Tests of Between-Subjects Effects
Effect of

On

Sum of
Squares

df

Mean
Square

F

Sig.

Likability

Source Credibility

50.64

1

50.64

77.11

.000

Attachment

Source Credibility

3.07

1

3.07

4.68

.032

Step 1:
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Table 5.10
Study 1-H3a (Brad Pitt) Tests of Between-Subjects Effects (cont.)
Effect of

On

df

Source Credibility

Sum of
Squares
2.51

F

Sig.

2

Mean
Square
1.23

Perceived Fit

1.91

.150

Role of Celebrity

Source Credibility

2.92

1

2.92

4.44

.036

Fit *Role

Source Credibility

.02

2

.01

.02

.983

Likability

Purchase Likelihood

15.49

1

15.49

7.30

.007

Attachment

Purchase Likelihood

13.85

1

13.85

6.53

.011

Perceived Fit

Purchase Likelihood

1.82

2

.91

.43

.652

Role of Celebrity

Purchase Likelihood

2.89

1

2.89

1.36

.244

Fit * Role

Purchase Likelihood

.51

2

.25

.12

.888

Likability

Purchase Likelihood

.70

1

.70

.51

.476

Attachment

Purchase Likelihood

1.71

1

1.71

1.24

.266

Source Credibility

Purchase Likelihood

.02

1

.02

.01

.907

Attitudes toward Celebrity

Purchase Likelihood

.62

1

.62

.45

.502

Attitudes toward Product

Purchase Likelihood

149.85

1

149.85

109.05

.000

Perceived Fit

Purchase Likelihood

8.62

2

4.31

3.14

.045

Role of Celebrity

Purchase Likelihood

1.07

1

1.07

.78

.378

Fit *Role

Purchase Likelihood

.55

2

.28

.20

.818

Step 2:

Step 3:

For H3b, when evaluating attitudes toward the celebrity, the role of the celebrity
did not have a significant main effect on attitudes toward the celebrity (F = .01, p > .05),
when controlling for just likability (F = 133.98, p < .05) and attachment (F = 17.00, p >
.05); on purchase likelihood (F = 1.36, p > .05), when controlling for just likability (F =

117

7.30, p < .01) and attachment (F = 6.53, p < .05); or on purchase likelihood (F = .78, p >
.05), when controlling for the effects of likability (F = .51, p > .05), attachment (F = 1.24,
p > .05), source credibility (F = .01, p > .05), attitudes toward the celebrity (F = .45, p >
.05) and attitudes toward the product (F = 109.05, p < .05) (see Table 5.11). Since the
role of the celebrity did not have a significant main effect in the three ANOVA models,
Hypothesis 3b is not supported for attitudes toward the celebrity.

Table 5.11
Study 1-H3b (Brad Pitt) Tests of Between-Subjects Effects
Effect of

On

Sum of
Squares

df

Mean
Square

F

Sig.

Likability

Attitudes toward
Celebrity
Attitudes toward
Celebrity
Attitudes toward
Celebrity
Attitudes toward
Celebrity
Attitudes toward
Celebrity

105.83

1

105.83

133.98

.000

13.35

1

13.35

17.00

.000

.38

2

.19

.24

.788

.01

1

.01

.01

.919

4.01

2

2.00

2.54

.081

Likability

Purchase Likelihood

15.49

1

15.49

7.30

.007

Attachment

Purchase Likelihood

13.85

1

13.85

6.53

.011

Perceived Fit

Purchase Likelihood

1.82

2

.91

.43

.652

Role of Celebrity

Purchase Likelihood

2.89

1

2.89

1.36

.244

Fit * Role

Purchase Likelihood

.51

2

.25

.12

.888

Likability

Purchase Likelihood

.70

1

.70

.51

.476

Attachment

Purchase Likelihood

1.71

1

1.71

1.24

.266

Source Credibility

Purchase Likelihood

.02

1

.02

.01

.907

Step 1:

Attachment
Perceived Fit
Role of Celebrity
Fit *Role
Step 2:

Step 3:
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Table 5.11
Study 1-H3b (Brad Pitt) Tests of Between-Subjects Effects (cont.)
Effect of

On

df

Purchase Likelihood

Sum of
Squares
.62

F

Sig.

1

Mean
Square
.62

Attitudes toward Celebrity

.45

.502

Attitudes toward Product

Purchase Likelihood

149.85

1

149.85

109.05

.000

Perceived Fit

Purchase Likelihood

8.62

2

4.31

3.14

.045

Role of Celebrity

Purchase Likelihood

1.07

1

1.07

.78

.378

Fit *Role

Purchase Likelihood

.55

2

.28

.20

.818

Finally, when evaluating attitudes toward the product for H3c, the role of the
celebrity did not have a significant main effect on attitudes toward the product (F = .50, p
> .05), when controlling for just likability (F = 16.27, p < .05) and attachment (F = 8.56,
p < .05); on purchase likelihood (F = 1.36, p > .05), when controlling for just likability (F
= 7.30, p < .01) and attachment (F = 6.53, p < .05); or on purchase likelihood (F = .78, p
> .05), when controlling for the effects of likability (F = .51, p > .05), attachment (F =
1.24, p > .05), source credibility (F = .01, p > .05), attitudes toward the celebrity (F = .45,
p > .05) and attitudes toward the product (F = 109.05, p < .05) (see Table 5.12). Since
the role of the celebrity not have a significant main effect in any of the ANOVA models,
Hypothesis 3c is not supported for attitudes toward the product.
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Table 5.12
Study 1-H3c (Will Smith) Tests of Between-Subjects Effects
Effect of

On

Sum of
Squares

df

Mean
Square

F

Sig.

Likability

Attitudes toward
Product
Attitudes toward
Product
Attitudes toward
Product
Attitudes toward
Product
Attitudes toward
Product

16.55

1

16.55

16.27

.000

8.71

1

8.71

8.56

.004

4.02

2

2.01

1.97

.141

.51

1

.51

.50

.481

1.83

2

.91

.90

.408

Likability

Purchase Likelihood

15.49

1

15.49

7.30

.007

Attachment

Purchase Likelihood

13.85

1

13.85

6.53

.011

Perceived Fit

Purchase Likelihood

1.82

2

.91

.43

.652

Role of Celebrity

Purchase Likelihood

2.89

1

2.89

1.36

.244

Fit * Role

Purchase Likelihood

.51

2

.25

.12

.888

Likability

Purchase Likelihood

.70

1

.70

.51

.476

Attachment

Purchase Likelihood

1.71

1

1.71

1.24

.266

Source Credibility

Purchase Likelihood

.02

1

.02

.01

.907

Attitudes toward Celebrity

Purchase Likelihood

.62

1

.62

.45

.502

Attitudes toward Product

Purchase Likelihood

149.85

1

149.85

109.05

.000

Perceived Fit

Purchase Likelihood

8.62

2

4.31

3.14

.045

Role of Celebrity

Purchase Likelihood

1.07

1

1.07

.78

.378

Fit *Role

Purchase Likelihood

.55

2

.28

.20

.818

Step 1:

Attachment
Perceived Fit
Role of Celebrity
Fit *Role
Step 2:

Step 3:
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STUDY 2
Study 2 tested the hypotheses related to the role of perceived fit and the role of the
celebrity’s perceived involvement with the development of the celebrity brand extension.
For Study 2, the same dummy variables were entered for perceived fit; however, the
perceived involvement manipulation was coded as 2 for the high perceived involvement
condition and 1 for the low perceived involvement condition. Study 2 tested the
hypotheses related to celebrity brand extensions and their relationship on attitudes toward
the advertisement and the brand as well as purchase likelihood based on the main effect
of perceived fit and the interaction of perceived fit with the unique construct of perceived
involvement. Specifically, Hypotheses 4, 5, 6, 7 and 8 were tested in Study 2.
Hypothesis 4 and 5 were tested with MANCOVA, and Hypothesis 6, 7 and 8 were
analyzed with ANCOVA.
Manipulation Checks for Study 2
Before testing the hypotheses for Study 2, a one-way ANOVA tested the
manipulations of perceived fit with the 4-item perceived fit measure as well as the
manipulation of perceived involvement with eight items. As shown in Table 5.13, the Fvalues (Perceived Fit F = 90.81, p < .001; Perceived Involvement F = 16.2, p < .001) and
means (High fit = 5.04, Moderate fit = 3.43, Low fit = 1.97, High involvement = 3.55,
Low involvement = 2.87) indicate the manipulations were successful. In addition, the
Cronbach’s alphas for perceived fit (α = .96) and perceived involvement (α = .90)
indicated that the scale measures were reliable.
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Table 5.13
Study 2 Manipulation Checks
Sum of
Mean
Squares
df
Square
Study 2: Brad Pitt (Perceived Fit)
Between Groups
379.31
2 189.66
Within Groups
497.08
238
2.09
Total
876.39
240
High fit
Moderate fit
Low fit
Study 2: Brad Pitt (Perceived Involvement)
Between Groups
28.47
1
28.47
Within Groups
420.12
239
1.76
Total
448.59
240
High involvement
Low involvement

Mean
F
90.81

16.2

N

Sig.
.000*

5.04
3.43
1.97

81
80
80

3.55
2.87

120
121

.000*

*p<.05

Study 2 Hypothesis Testing
In Study 2, the MANCOVA model evaluated the main effect of perceived fit and
the interaction of perceived fit with the role of the celebrity’s perceived involvement with
the celebrity brand extensions and their influence on attitudes toward the advertisement
and attitudes toward the celebrity brand extension, while controlling for effect of the
covariates of likability, attachment, similarity and gender. In addition, the dependent
variables of purchase likelihood and spillover effects were analyzed. Table 5.14 presents
the descriptive data for the dependent variables attitudes toward the advertisement and
attitudes toward the brand based on the manipulations of perceived fit and the perceived
involvement of the celebrity with the product.
Further analysis of the means in Table 5.14 imply that moderate fit of the
celebrity brand extension resulted in higher levels of attitudes toward the advertisement
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and celebrity brand extension when evaluating the low perceived involvement
manipulation. The high perceived involvement manipulation resulted in higher levels of
attitudes when the products had low and high perceived fit. These relationships were
tested further in MANCOVA to evaluate if they were statistically different.

Table 5.14
Study 2 Descriptive Statistics
Dependent
Variable

Fit
Manipulation

Attitudes toward
Advertisement

Low
Moderate
High

Attitudes toward
Brand

Low
Moderate
High

Perceived
Involvement
Manipulation
Low
High
Low
High
Low
High
Low
High
Low
High
Low
High

Mean

Std.
Deviation

N

3.03
3.14
3.57
3.39
3.92
4.03
2.66
3.11
3.81
3.35
4.04
4.35

1.23
1.35
1.36
1.29
1.48
1.51
2.66
3.11
3.81
3.35
4.04
4.35

40
37
41
39
39
40
40
37
41
39
39
40

First, the statistical significance between the groups was assessed for the overall
model fit for Study 2. Pillai’s Criterion and Wilks’ Lambda were not significant for the
interaction effect (Pillai’s Criterion = .02, F = 1.25, p > .05; Wilks’ Lambda = 0.98, F =
1.26, p > .05). The main effect of perceived fit was significant (Pillai’s Criterion = .18,
F = 10.63, p < .001; Wilks’ Lambda = 0.83, F = 11.13, p < .001).
Hypothesis 4 predicted that a perceived fit main effect is expected such that high
and moderate perceived fit between the celebrity brand and the celebrity brand extension
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will yield higher levels of a) attitudes toward the advertisement and b) attitudes toward
celebrity brand extension, compared to those celebrity brand extensions with low
perceived fit. As stated above, the results of MANCOVA statistics test demonstrated a
significant main effect for the perceived fit group (Wilks’ Lambda = 0.83, F = 11.13, p <
.001), implying perceived fit does have a significant main effect while controlling for the
covariates of likability, attachment, similarity and gender. Further analysis shows that
perceived fit has a significant effect on both attitudes toward the advertisement (F =
10.75, p < .001) and attitudes toward the brand (F = 40.76, p < .001).
The contrasts results for the main effect of perceived fit revealed that products
with moderate perceived fit had a statistically significant higher levels of attitudes toward
the celebrity brand extension (p < .01) but not attitudes toward the advertisement (p >
.05). In addition, products with a high perceived fit had statistically significant higher
levels of attitudes toward the advertisement (p < .001) and attitudes toward the celebrity
brand extension (p < .001) as compared to products with low perceived fit. Thus,
Hypothesis 4 was partially supported. The high and moderate fits of the brand extension
with the celebrity brand had a significant effect on attitudes toward the brand; however,
the moderate fit did not have higher levels attitudes toward the advertisement, whereas,
the high fit did.

Table 5.15
Study 2 Contrasts for Main Effect of Perceived Fit
Dependent Variable
Attitudes toward
Advertisement

Level of
Perceived Fit
Moderate vs. Low

Contrast
Estimate
.41

Sign.

High vs. Low

1.01

.000
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.061

Table 5.15
Study 2 Contrasts for Main Effect of Perceived Fit (cont.)
Dependent Variable

Level of
Perceived Fit
Attitudes toward Celebrity Moderate vs. Low
Brand Extension
High vs. Low

Contrast
Estimate
.71

Sign.

1.50

.000

.001

Hypothesis 5 proposed a significant interaction of perceived fit and the celebrity’s
perceived involvement would yield higher levels of a) attitudes toward the advertisement
and b) attitudes toward celebrity brand extension, when the celebrity is perceived to be
highly involved in the celebrity brand extension and has a high fit with the product. The
multivariate statistic for interaction relationship was not significant (Wilks’ Lambda =
0.97, F = 1.61, p > .10), while controlling for likability, attachment, similarity and
gender. The MANCOVA tests did not reveal a significant interaction of perceived fit and
perceived involvement on the dependent variables of attitudes toward the advertisement
(F = .41, p > .05) and attitudes toward the celebrity brand extension (F = 2.33, p >.05);
thus Hypothesis 5 was not supported (see Table 5.16 for Tests of Between-Subjects
Effects).

Table 5.16
Study 2 Tests of Between-Subjects Effects
Effect of

On

Likability

Attitudes toward Ad
Attitudes toward Brand
Attitudes toward Ad
Attitudes toward Brand
Attitudes toward Ad
Attitudes toward Brand

Attachment
Similarity

Sum of
Squares
6.14
28.57
3.36
31.79
5.61
1.70
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df
1
1
1
1
1
1

Mean
Square
6.14
28.57
3.36
31.79
5.61
1.70

F

Sig.

3.50
16.07
1.92
17.88
3.20
.95

.063
.000
.168
.000
.075
.330

Wilks’
Lambda
.93

Sig.
.000

.92

.000

.99

.205

Table 5.16
Study 2 Tests of Between-Subjects Effects (cont.)
Effect of

On

Gender

Attitudes toward Ad
Attitudes toward Brand
Attitudes toward Ad
Attitudes toward Brand
Attitudes toward Ad
Attitudes toward Brand
Attitudes toward Ad
Attitudes toward Brand

Fit
Perc. Involv.
Fit * Perc.
Involv.

Sum of
Squares
4.71
3.31
37.69
81.52
.08
.12
.84
8.23

df
1
1
2
2
1
1
2
2

Mean
Square
4.71
3.31
18.85
40.76
.08
.12
.42
4.13

F

Sig.

2.69
1.86
10.75
22.93
.04
.07
.24
2.33

.103
.174
.000
.000
.834
.798
.787
.100

Wilks’
Lambda
.99

.231

.83

.000

.99

.882

.98

.287

Hypothesis 6 proposed that a) attitudes toward the advertisement and b) attitudes
toward the celebrity brand extension will yield higher levels of purchase likelihood for
celebrity brand extensions when the celebrity is highly involved than when he/she has
low involvement. Two separate models (attitudes toward the advertisement and attitudes
toward the brand extension) were developed and tested in ANCOVA with purchase
likelihood as the dependent variable and the celebrity’s perceived involvement as the
fixed factor. Likability, attachment, similarity and gender were included as covariates.
Two separate customized ANCOVA models were set up in SPSS with the interaction of
the celebrity’s perceived involvement with attitudes toward the advertisement and
attitudes toward the celebrity brand extension.
Hypothesis 6 proposed that a) attitudes toward the advertisement and b) attitudes
toward the celebrity brand extension will yield higher levels of purchase likelihood for
celebrity brand extensions when the celebrity is highly involved than when he/she has
low involvement. To test this hypothesis, a general linear model was developed for each
variable (attitudes toward the advertisement and attitudes toward the celebrity brand

126

Sig.

extension) and tested separately in ANCOVA in SPSS. The first model tested separately
attitudes toward the advertisement and attitudes toward the celebrity brand extension as
the dependent variables, and the fixed factors of perceived fit and the celebrity’s
involvement with the brand extension were included as fixed factors. In addition,
likability, attachment and similarity were included as covariates. Next, a separate model
with purchase likelihood as the dependent variable, perceived fit and the celebrity’s
involvement with the brand extension as fixed factors and likability, attachment and
similarity as covariates was analyzed. Finally, the same model above was run with
attitudes toward the advertisement and attitudes toward the celebrity brand extension
were added as covariates. Hypothesis 6 was evaluated for the significance of the main
effect of the celebrity’s involvement with the development of the celebrity brand
extensions.
For H6a, when evaluating attitudes toward the advertisement, the celebrity’s
involvement did not have a significant main effect on attitudes toward the advertisement
(F = .001, p > .05), when controlling for just likability (F = 3.59, p < .05), attachment (F
= 2.26, p > .05) and similarity (F = 1.22, p > .05); did have a significant main effect on
purchase likelihood (F = 7.12, p < .05), when controlling for the effects of likability (F =
1.70, p > .05), attachment (F = 3.21, p > .05) and similarity (F = 1.26, p > .05); but no
significant main effect on purchase likelihood (F = .93, p > .05), when controlling for the
effects of likability (F = .73, p > .05), attachment (F = .17, p > .05), similarity (F = .79, p
> .05), attitudes toward the advertisement (F = 8.07, p < .01) and attitudes toward the
celebrity brand extension (F = 48.11, p < .001) (see Table 5.17). While the main effect
of involvement was significant in Step 2 (F = 7.12, p < .001), it did not remain consistent
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in the step-down ANOVA. Since the celebrity’s involvement did not have a significant
main effect in the ANCOVA models, Hypothesis 6a is not supported for attitudes toward
the advertisement.

Table 5.17
Study 2 H6a Tests of Between-Subjects Effects
Effect of

On

Sum of
Squares

df

Mean
Square

F

Sig.

Likability

Attitudes toward Ad

6.43

1

6.43

3.59

.000

Attachment

Attitudes toward Ad

4.06

1

4.06

2.26

.060

Similarity

Attitudes toward Ad

2.18

1

2.18

1.22

.134

Perceived Fit

Attitudes toward Ad

34.93

2

17.46

9.74

.000

Celebrity’s Involvement

Attitudes toward Ad

.001

1

.001

.001

.981

Fit *Involvement

Attitudes toward Ad

1.29

2

.65

.36

.698

Likability

Purchase Likelihood

3.86

1

3.86

1.70

.194

Attachment

Purchase Likelihood

7.29

1

7.29

3.21

.075

Similarity

Purchase Likelihood

2.85

1

2.85

1.26

.264

Perceived Fit

Purchase Likelihood

32.32

2

16.16

1.17

.281

Celebrity’s Involvement

Purchase Likelihood

2.65

1

2.65

7.12

.001

Fit *Involvement

Purchase Likelihood

7.17

2

3.59

1.58

.208

Likability

Purchase Likelihood

1.10

1

1.10

.73

.395

Attachment

Purchase Likelihood

.17

1

.17

.17

.111

Similarity

Purchase Likelihood

.79

1

.79

.79

.521

Attitudes toward Ad

Purchase Likelihood

12.24

1

12.24

8.07

.005

Step 1:

Step 2:

Step 3:
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Table 5.17
Study 2 H6a Tests of Between-Subjects Effects (cont.)
Effect of

On

df

Purchase Likelihood

Sum of
Squares
72.94

F

Sig.

1

Mean
Square
72.94

Attitudes toward Celebrity
Brand Extension
Perceived Fit

48.11

.000

Purchase Likelihood

14.57

2

7.28

4.81

.009

Celebrity’s Involvement

Purchase Likelihood

1.41

1

1.41

.93

.336

Fit *Involvement

Purchase Likelihood

1.81

2

.91

.60

.551

As seen with H6a, the celebrity’s involvement did not have a significant main
effect on attitudes toward the advertisement (F = .42, p > .05), when controlling for just
likability (F = 13.41, p < .05), attachment (F = 15.53, p > .05) and similarity (F = .51, p >
.05); did have a significant main effect on purchase likelihood (F = 7.12, p < .05), when
controlling for the effects of likability (F = 1.70, p > .05), attachment (F = 3.21, p > .05)
and similarity (F = 1.26, p > .05); but no significant main effect on purchase likelihood
(F = .93, p > .05), when controlling for the effects of likability (F = .73, p > .05),
attachment (F = .17, p > .05), similarity (F = .79, p > .05), attitudes toward the
advertisement (F = 8.07, p < .01) and attitudes toward the celebrity brand extension (F =
48.11, p < .001) (see Table 5.18). As seen with attitudes toward the advertisement, the
main effect of involvement was significant in Step 2 (F = 7.12, p < .001), but it did not
remain consistent in the step-down ANOVAs. Since the celebrity’s involvement did not
have a significant main effect in the ANCOVA models, Hypothesis 6a is not supported
for attitudes toward the celebrity brand extension.
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Table 5.18
Study 2-H6b Tests of Between-Subjects Effects
Effect of

On

Sum of
Squares

df

Mean
Square

F

Sig.

Likability

Attitudes toward
Celebrity Brand Ext.
Attitudes toward
Celebrity Brand Ext.
Attitudes toward
Celebrity Brand Ext.
Attitudes toward
Celebrity Brand Ext.
Attitudes toward
Celebrity Brand Ext.
Attitudes toward
Celebrity Brand Ext.

25.24

1

25.24

13.41

.000

29.23

1

29.23

15.53

.000

.95

1

.95

.51

.478

69.01

2

34.50

18.33

.000

.79

1

.79

.42

.517

12.84

2

6.42

3.41

.035

Likability

Purchase Likelihood

3.86

1

3.86

1.70

.194

Attachment

Purchase Likelihood

7.29

1

7.29

3.21

.075

Similarity

Purchase Likelihood

2.85

1

2.85

1.26

.264

Perceived Fit

Purchase Likelihood

32.32

2

16.16

1.17

.281

Celebrity’s Involvement

Purchase Likelihood

2.65

1

2.65

7.12

.001

Fit *Involvement

Purchase Likelihood

7.17

2

3.59

1.58

.208

Likability

Purchase Likelihood

1.10

1

1.10

.73

.395

Attachment

Purchase Likelihood

.17

1

.17

.17

.111

Similarity

Purchase Likelihood

.79

1

.79

.79

.521

Attitudes toward Ad

Purchase Likelihood

12.24

1

12.24

8.07

.005

Attitudes toward Celebrity
Brand Extension
Perceived Fit

Purchase Likelihood

72.94

1

72.94

48.11

.000

Purchase Likelihood

14.57

2

7.28

4.81

.009

Celebrity’s Involvement

Purchase Likelihood

1.41

1

1.41

.93

.336

Fit *Involvement

Purchase Likelihood

1.81

2

.91

.60

.551

Step 1:

Attachment
Similarity
Perceived Fit
Celebrity’s Involvement
Fit *Involvement
Step 2:

Step 3:
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Since Hypothesis 6 did not find main effects of the celebrity’s involvement on the
outcome of purchase likelihood, a potential mediation effect was also analyzed.
Hypothesis 7 predicted that for celebrities, who were perceived to be highly involved in
their brand extension, attitudes toward the advertisement would be indirectly related to
purchase likelihood via attitudes toward the celebrity brand extension, compared to
celebrities with low involvement in the brand extensions.
In order to test the interaction of the celebrity’s perceived involvement and
mediation effect of attitudes toward the celebrity brand extension, a model of moderated
mediation was developed. Moderated mediation, also known as conditional indirect
effects, occurs when a treatment affects a variable through a mediator which can also be
effected by the treatment on the outcome (Muller, Judd, and Yzerbyt 2005; Preacher,
Rucker, and Hayes 2007). To test for moderated mediation, new variables were created
to test the role of the celebrity’s perceived involvement with the celebrity brand extension
as the moderator. The independent variable (attitudes toward the advertisement) and the
mediator (attitudes toward the celebrity brand extension) were both multiplied by the
moderator (celebrity’s perceived involvement).
These new variables were used in the four-step methodology of Baron and Kenny
(1986) (see Table 5.20). First, the moderated independent variable (attitudes toward the
ad * perceived involvement) was regressed on the outcome purchase likelihood (ß = .42,
p < .001). Next, the moderated independent variable (attitudes toward the ad * perceived
involvement) was regressed on the moderated mediator (attitudes toward the celebrity
brand extension * perceived involvement (ß = .77, p < .001). Third, the relationship of
the moderator mediator (attitudes toward the celebrity brand extension * perceived
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involvement) was assessed with purchase likelihood (ß = .52, p < .001). Finally, a
multiple regression analysis assessed the relationship between the moderated independent
variable (attitudes toward the ad * perceived involvement) (ß = .04, p > .10) and the
moderated mediator (attitudes toward the celebrity brand extension * perceived
involvement) (β = .49, p < .001) on purchase likelihood. Since the moderated mediator
remained significant in this model, while the moderated independent variable did not,
mediation is observed. In addition, the Sobel test, which tests whether a mediator carries
the influence of an independent variable to a dependent variable, was run and found to be
significant (8.47, p = 0) offering further support; thus the indirect effects predicted in H7
was supported.

Table 5.19
Baron and Kenny Mediation Steps
Step
1.

Dependent
Variable
Purch. Int.

Independent
Variable(s)

R2

F

Sign.

.17

50.36

.000

Att. Toward Ad. *
Perc. Involv.
2.

Att. toward
Brd. Ext. *
Perc. Involv.

.59

342.65

Sign.

5.89
7.10

.000
.000

3.06

.003

.77

18.51

.000

.52

7.72
9.48

.000
.000

.04

5.04
.45

.000
.654

.49

5.72

.000

.000

Purch. Int.

.52

89.91

.000

Att. toward Brd.
Ext. * Perc. Involv.
4.

t

.42

Att. toward Ad *
Perc. Involv.
3.

Bet
a

Purch. Int.

.52
Att. toward Ad *
Perc. Involv.
Att. toward Brd.
Ext. * Perc. Involv.
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44.91

.000

Hypothesis 8 predicted that for celebrities perceived to be highly involved in the
celebrity brand extension, attitudes toward the celebrity brand extension would be
positively related to the spillover effect of attitudes toward the celebrity brand, compared
to the celebrities with low involvement in their brand extension. A three step-down
ANOVA was tested in SPSS. The first model tested attitudes toward the celebrity brand
extension as the dependent variables, and the fixed factors of perceived fit and the
celebrity’s involvement with the brand extension were included as fixed factors. In
addition, likability, attachment and similarity were included as covariates. Next, a
separate model with spillover effects as the dependent variable; perceived fit and the
celebrity’s involvement with the brand extension as fixed factors; and likability,
attachment and similarity as covariates were analyzed. Finally, the same model above
was run with attitudes toward the celebrity brand extension added as a covariate.
Hypothesis 8 was evaluated for the significance of the main effect of the celebrity’s
involvement with the development of the celebrity brand extensions in all three steps.
For H8, the celebrity’s involvement did not have a significant main effect on
attitudes toward the celebrity brand extension (F = .42, p > .05), when controlling for just
likability (F = 13.41, p < .05), attachment (F = 15.53, p < .05) and similarity (F = .51, p >
.05); on spillover effects (F = 1.41, p > .05), when controlling for the effects of likability
(F = 25.38, p < .05), attachment (F = 5.08, p < .05) and similarity (F = 1.85, p > .05); and
on spillover effects (F = .98, p > .05), when controlling for the effects of likability (F =
12.07, p < .05), attachment (F = .00, p > .05), similarity (F = 1.34, p > .05) and attitudes
toward the celebrity brand extension (F = 112.78, p < .001) (see Table 5.20). Since the
celebrity’s involvement did not have any significant main effect in the ANCOVA
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models, Hypothesis 8, which predicted high involved celebrities to influence spillover
effects, is not supported.

Table 5.20
Study 2-H8 Tests of Between-Subjects Effects
Effect of

On

Sum of
Squares

df

Mean
Square

F

Sig.

Likability

Attitudes toward
Celebrity Brand Ext.
Attitudes toward
Celebrity Brand Ext
Attitudes toward
Celebrity Brand Ext
Attitudes toward
Celebrity Brand Ext
Attitudes toward
Celebrity Brand Ext
Attitudes toward
Celebrity Brand Ext

25.24

1

25.24

13.41

.000

29.23

1

29.23

15.53

.000

.95

1

.95

.51

.478

69.01

2

34.50

18.33

.000

.79

1

.79

.42

.517

12.84

2

6.42

3.41

.035

Likability

Spillover Effect

48.47

1

48.47

25.38

.000

Attachment

Spillover Effect

9.70

1

9.70

5.08

.025

Similarity

Spillover Effect

3.54

1

3.54

1.85

.175

Perceived Fit

Spillover Effect

10.31

2

5.16

2.70

.069

Celebrity’s Involvement

Spillover Effect

2.69

1

2.69

1.41

.237

Fit *Involvement

Spillover Effect

3.97

2

1.98

1.04

.356

Likability

Spillover Effect

15.47

1

15.47

12.07

.001

Attachment

Spillover Effect

.000

1

.000

.000

.984

Similarity

Spillover Effect

1.72

1

1.72

1.34

.247

Attitudes toward Celebrity
Brand Extension
Perceived Fit

Spillover Effect

144.53

1

144.53

112.78

.000

Spillover Effect

4.55

2

2.27

1.77

.172

Celebrity’s Involvement

Spillover Effect

1.26

1

1.26

.98

.323

Fit *Involvement

Spillover Effect

.196

2

.10

.08

.926

Step 1:

Attachment
Similarity
Perceived Fit
Celebrity’s Involvement
Fit *Involvement
Step 2:

Step 3:
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Chapter Summary
This chapter reported the results for the hypothesis testing that were developed in
Chapter 3. The first three hypotheses investigated the main effect of perceived fit as well
as the relationship between perceived fit and the role of the celebrity on perceived source
credibility, attitudes toward the celebrity and attitudes toward the product. Results did not
support these effects for Will Smith or Brad Pitt, even when controlling for likability,
attachments and gender. The relationship between the role of the celebrity with source
credibility, attitudes toward the celebrity and attitudes toward the product did not result in
higher levels of purchase likelihood.
Moreover, Study 2 which evaluated the main effect of perceived fit found
significant relationships with attitudes toward the advertisement and attitudes toward the
brand extension as well as a linkage with purchase likelihood for the high involvement
manipulations. Further, spillover effect of the attitudes toward the celebrity brand was
evaluated as it relates to attitudes toward the celebrity brand extension.
The results presented in this chapter are discussed in further detail in Chapter 6.
In addition, Chapter 6 provides practical implications of the research findings, limitations
of the current research and suggestions for future research.

135

CHAPTER 6
DISCUSSION AND CONCLUSIONS
In Chapter 5, a description of the data analysis techniques and the results of the
data analysis for the hypothesis testing were presented. Table 6.1 is a summary of the
hypotheses and the results of the hypothesis testing completed in Chapter 5.

Table 6.1
Summary Results of Hypothesis Testing
Hyp.

Independent Variable(s)

Dependent Variable

Supported

H1a
Smith

Perceived Fit

Source Credibility

No

H1a
Pitt

Perceived Fit

Source Credibility

No

H1b
Smith

Perceived Fit

Attitudes toward Celebrity

No

H1b
Pitt

Perceived Fit

Attitudes toward Celebrity

No

H1c
Smith

Perceived Fit

Attitudes toward Product

No

H1c
Pitt

Perceived Fit

Attitudes toward Product

No

H2a
Smith

Perceived Fit x Role of Celebrity

Source Credibility

No

H2a
Pitt

Perceived Fit x Role of Celebrity

Source Credibility

No

H2b
Smith

Perceived Fit x Role of Celebrity

Attitudes toward Celebrity

No

H2b
Pitt

Perceived Fit x Role of Celebrity

Attitudes toward Celebrity

No
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Table 6.1
Summary Results of Hypothesis Testing (cont.)
Hyp.

Independent Variable(s)

Dependent Variable

Supported

H2c
Smith

Perceived Fit x Role of Celebrity

Attitudes toward Product

No

H2c
Pitt

Perceived Fit x Role of Celebrity

Attitudes toward Product

No

H3a
Smith

Source Credibility

Purchase Likelihood

No

H3a
Pitt

Source Credibility

Purchase Likelihood

No

H3b
Smith

Attitudes toward Celebrity

Purchase Likelihood

No

H3b
Pitt

Attitudes toward Celebrity

Purchase Likelihood

No

H3c
Smith

Attitudes toward Product

Purchase Likelihood

No

H3c
Pitt

Attitudes toward Product

Purchase Likelihood

No

H4a

Perceived Fit

Attitudes toward Ad

Partial

H4b

Perceived Fit

Attitudes toward Celebrity
Brand Extension

Yes

H5a

Perceived Fit x Perceived
Involvement (high)

Attitudes toward Ad

No

H5b

Perceived Fit x Perceived
Involvement (high)

Attitudes toward Celebrity
Brand Extension

No
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Table 6.1
Summary Results of Hypothesis Testing
Hyp.

Independent Variable(s)

Dependent Variable

Supported

H6a

Attitudes toward Ad

Purchase Likelihood

No

H6b

Attitudes toward Celebrity Brand
Extension

Purchase Likelihood

No

Purchase Likelihood

Yes

Spillover Effect

No

H7

H8

Attitudes toward Ad indirect via
Attitudes toward Celebrity Brand
Extension
Attitudes toward Celebrity Brand
Extension

In this final chapter, results of the hypotheses are discussed relative to their
theoretical foundations and relevancy to the advancement of academic research on
celebrities as brands. Moreover, managerial implications are presented to discuss how
these results can assist marketing and advertising managers who consider celebrities in
their decisions. Third, the limitations of the research are recognized and discussed.
Finally, future research recommendations are presented on how the celebrity brand
concept can be further developed.
Discussion of Findings
This research on celebrity brands aimed to add a new element to the academic
literature on brand extensions by relating human beings as branded and marketable
objects, while extending the knowledge of celebrities as endorsers. Although individuals
may feel that celebrity brands are simply a marketplace fad, the concept has been around
for generations and has recently gained more attention as society is exposed to more
media outlets and more celebrity figures.
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Influence of Perceived Fit
For brands to maintain their presence in the marketplace, they must offer brand
extensions, and celebrities have realized the power of marketing brand extensions with
their names. Past research has found that perceived fit is needed for brand extensions for
positive evaluations to occur (Aaker and Keller 1990; Boush and Liken 1991; Volckner
and Sattler 2006). Associative theory provides the foundation that perceived fit is needed
for consumers to perceive the connection between the parent brand and the brand
extension. For celebrity brand extensions, perceived fit would allow consumers to
associate the product’s attributes and the characteristics of the celebrity. In addition,
match-up, the similar concept in the endorsement literature, is needed for consumers’ to
perceive strong credibility and attitudes (Kamins 1990; Misra and Beatty 1990). While
concepts of perceived fit and match-up are similar, the constructs have developed in
unique research streams.
Past research supports that a moderate mismatch for celebrity endorsers (Lee and
Thorson 2008) or moderate incongruent products with schema (Mandler 1982) provide
stronger purchase intentions and more favorable evaluations respectively. This research
proposed that moderate perceived fit, compared to high or low perceived fit, would result
in higher levels of source credibility as well as higher levels of attitudes toward the
celebrity and the product. However, this was not the case in Study 1. Based on the
results, source credibility and attitudes for the three different perceived fit levels were not
significantly different. Thus, it could be concluded that fit did not matter for the chosen
product categories (sunglasses, luggage and vacuum cleaner) for the celebrities of Will
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Smith and Brad Pitt, even when controlling for the effect of such factors as likability and
attachment, which were significant in the relationships.
Recent research has supported that fit may not matter if consumers love the parent
brand (Yeung and Wyer 2005). Attachment was significant in Study 1; however, the
student sample may not have had strong enough attachments with Will Smith or Brad Pitt
to influence the outcome variables. Further, while an attempt was made to control for the
effect of likability and attachment to the celebrity, at the time of the study, the subjects
may not have been interested in or in the market for the products examined in the studies
(sunglasses, luggage and vacuum cleaner). Thus, perceived fit may not matter for
celebrity brands.
Interestingly, perceived fit had a significant main effect in Study 2. Perceived fit
affected both attitudes toward the advertisement and attitudes toward the celebrity brand
extensions. This supports past brand extension literature that perceived fit matters in
consumers’ evaluations of brand extensions (Aaker and Keller 1990; Boush and Loken
1991; Volkner and Sattler 2006).
The difference in results for perceived fit between Study 1 and Study 2 may be
due to a variety of issues with experimentation. In Study 1, the role of the celebrity was
manipulated as it related to perceived fit; while in Study 2, the celebrity as a brand was
presented and not manipulated. Manipulating the role of the celebrity as a brand and an
endorser may have added some confusion with the perceived fit concept. The concepts
of brands and endorsers may be two completely different phenomenons which cannot be
compared. As discussed in the celebrity endorsement literature, the concept is referred to
as congruency or match-up. In the branding literature, the notion is called perceived fit.
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While these concepts are similar, their theoretical foundations are not the same. Matchup and congruence are based on balance theory and attribution theory, while perceived fit
is based on categorization theory. Further understanding of the similarity and differences
between the concepts of celebrity brands versus celebrity endorsers is needed before
more research is conducted on the celebrity brand concept.
Effects of Perceived Fit and Role of the Celebrity
Study 1 tested the effect between perceived fit and the role of the celebrity as a
brand or as an endorser on the outcomes of source credibility, attitudes toward the
celebrity and attitudes toward the product. No support was found for this effect on source
credibility as well as attitudes toward the celebrity and the product for either celebrity,
Will Smith or Brad Pitt. Since no prior research has examined this relationship, the
results show that the role of the celebrity as a brand or an endorser may not be important
to consumers. Moreover, consumers may not perceive a difference between a celebrity
as a brand and a celebrity as an endorser. It may not matter to students the role of the
celebrity with a product. The concept of a celebrity brand and celebrity endorser may be
more closely related than originally thought. Again, it may depend on the celebrity; thus,
further research is needed.
Influence of Role on Attitudes and Likelihood
The role of the celebrity as a brand or an endorser was tested to see if it
influenced purchase likelihood based on the source credibility, attitudes toward the
celebrity and attitudes toward the product. Because today’s culture is driven by
celebrities, it was proposed that celebrity brands would yield higher levels of purchase
likelihood for celebrities as brands than endorsers. Support was not found for the
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influence of source credibility, attitudes toward the celebrity and attitudes toward the
product for Will Smith and Brad Pitt on the outcome variable of purchase likelihood,
based on the role of the celebrity.
Since no prior research has examined the difference in the role of the celebrity,
the results do not provide any findings toward the celebrity as a brand; thus further
research is needed. The celebrity who is developing and marketing branded products
may matter to consumers, but the role (brand versus endorser) may not matter.
Additional factors, such as likability and attachment, may influence these relationships.
Interaction of Perceived Fit and Perceived Involvement
While involvement is a well-researched construct in the marketing and advertising
literature, it has only been researched based on the consumer’s perceptions of his/her
involvement with the product, advertisement, etc. This study introduced the concept of
the celebrity’s perceived involvement with the development of the product. This unique
construct proposes that consumer’s perceptions of how involved the celebrity is with the
development of the celebrity branded products and the level of perceived fit with the
product will influence attitudes and ultimately purchase likelihood.
It was predicted that the interaction effect with perceived fit and celebrity’s
perceived involvement would yield higher levels of attitudes toward the advertisement
and attitudes toward the brand extension for when the celebrity’s perceived involvement
was high and fit was high. While the results were not significant, interestingly, for the
low involvement, higher levels of attitudes were found for the moderate fit category,
whereas, the other fit categories (high and low) resulted in higher levels of attitudes with
the high involvement manipulations. Maybe the high fit was too logical for the
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consumers, and the low fit was not reasonable enough with the celebrity, resulting in
lower levels of attitudes. If the fit is logical, more information about the celebrity’s
perceived involvement may not be needed. It may be too much information for the
consumer to process and results in lower levels of attitudes. The high fit product and
high celebrity involvement may not be believable to consumers.
However, when the product fit was high and the celebrity’s perceived
involvement was low, higher levels of attitudes toward the advertisement and celebrity
brand extension resulted. Using attribution theory, consumers perceived a high
association between the fit of the product with the celebrity and the celebrity brand
extension which resulted in higher levels of influence when the involvement was low.
Since the fit was easy to perceive, consumers did not need to perceive a high celebrity
involvement with the product; thus the low involvement provided higher levels of
attitudes. The celebrity’s perceived involvement with the product may influence
consumer’s perceptions and behaviors, but further research is needed. In future studies,
the celebrity’s perceived involvement should be measured, not manipulated, to better
understand how much involvement is needed to generate higher levels of attitudes and
perceptions.
Role of Perceived Involvement on Attitudes and Likelihood
Attitude toward the advertisement is a popular construct as it relates to attitudes
toward the brand and purchase intentions (Mitchell and Olsen 1981; Olson and Mitchell
1986; Shimp 1981). Cognitive social psychologists believe that attitudes toward
something should behave in a positive way toward the same thing.
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The current research findings did not find a main effect of the celebrity’s
involvement on purchase likelihood when considering attitudes toward the advertisement
and attitudes toward the celebrity brand extension. An indirect effect of attitudes toward
the brand extension when the celebrity’s involvement is high was analyzed and found.
Thus, for an advertisement featuring a celebrity branded product to influence purchase
likelihood, it is also important for consumers to have higher levels of attitudes toward the
celebrity brand extension and to perceive the celebrity’s involvement to be high. This
supports past research on the indirect effects of attitudes toward the brand (MacKenzie,
Lutz, and Belch 1986; Mitchell and Olson 1981; Muehling and McCann 1993; Olson and
Mitchell 1986; Shimp, 1981) and expands the concept to include celebrity brand
extensions.
Influence of Spillover Effect
Spillover effects occur when the information from one product affects consumers’
perceptions of another product with a similar or the same name. In Study 2, the spillover
effects were tested for the celebrity brand and celebrity brand extension concepts.
Spillover effects were measured to better understand how exposure to the celebrity brand
extension could influence attitudes about the celebrity brand in general. The role of the
celebrity’s involvement with the celebrity brand extension development did not have a
significant effect on the spillover effect when considering the attitudes toward the
celebrity brand extension. The level of the celebrity’s involvement may not matter.
Other factors like perceived fit, likability and attachment may have an influence.
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Influence of Likability, Attachment, Similarity and Gender
The likability, attachment, similarity and gender were tested as possible covariates
in the studies to capture and account for potential variance. Not all consumers have the
same feelings for Will Smith and Brad Pitt. The levels of likability, attachment and
similarity needed to be accounted for as potential influences. Thus, it is important to
control for the effect of these variables, since the celebrities were pre-determined and
opinions of them could vary amongst the students. In addition, both celebrities were
male, and subjects were both male and female. It was important to block for gender to
see if males perceived themselves to be more similar to the celebrities as well as if there
was a difference on the outcomes based on gender.
Past endorsement literature has shown that likability played an important role in
the match-up between a celebrity and the brand the celebrity endorsers (Kahle and Homer
1985). While likability was significant in some of these research studies, its inclusion in
the models did not provide strong enough effects on the relationships. In Study 1 for
both Will Smith and Brad Pitt, likability was significant on the outcomes of source
credibility, attitudes toward the celebrity and attitudes toward the product. Thus, the
students found both celebrities to be likable, but just liking Will Smith and Brad Pitt did
not influence perceptions and attitudes. When purchase likelihood was considered,
likability was not significant. Just liking Will Smith and Brad Pitt did not influence
potential behavior.
Study 2 provided interesting results. Liking Brad Pitt did not influence attitudes
toward the advertisement, but it did have a significant effect on attitudes toward the
brand. Since Brad Pitt was presented only as a brand not as an endorser, the need for
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likability seems to be logical for a significant relationship. However, liking Brad Pitt was
not significant to higher levels of attitudes toward the advertisement he was featured.
Attachment has been shown to have an influence on human brand relationships
(Thomson 2006), and research has also shown that consumers have an attachment to
possessions (Ball and Tasaki 1992). Attachment was found to be significant in most of
the studies as it related to Will Smith and Brad Pitt. However, it did not have a strong
influence on the relationships on the outcomes of source credibility, attitudes toward the
celebrity and attitudes toward the product. Since the celebrities were pre-chosen for the
studies, it was important to understand how close the subjects felt with the celebrities.
Since this research examined celebrities as brands who offer brand extensions, in future
studies, attachment could be measured at two different levels: the person and the product.
Understanding these attachments can help predict consumers’ relationships with brands.
As seen with likability in Study 1, attachment to Brad Pitt in Study 2 was significant for
attitudes toward the brand extension but not attitudes toward the advertisement. Again
attachment influenced feelings about the celebrity brand extension but not the
advertisement featuring the celebrity.
Moreover, the role of similarity was only measured in Study 2. Since this study
showed the celebrity in the advertisement, it was important to measure how similar the
consumers felt they were to the featured celebrity. While past research has shown
similarity to have an influence, in this case similarity did not have an effect on attitudes.
While the students may have liked or felt attached to Brad Pitt, they may have felt too far
removed from him to find themselves to be similar to him. Even though the pre-tests
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found Brad Pitt to be appropriate for the student sample, Brad Pitt is substantially older
than college students.
Finally, gender did not exhibit a significant effect on all of the relationships. This
was an area of concern since the student sample included both males and females and the
stimuli were male celebrities. Past research has shown that gender may matter; thus it
needed to be blocked in this research. Gender did matter in some of the analysis for Brad
Pitt in Study 1 and 2. For Study 1, gender was significant in the relationship between
perceived fit and the role of the celebrity on the outcomes of source credibility and
attitudes toward the celebrity. The reason for this significant result may be the
demographics of the sample, which had more females. Brad Pitt has been named one of
the sexist men alive in the past, and the females in the sample may have attributed to this
significance. However, in Study 2, gender was significant for spillover effects. Gender
may influence attitudes toward the celebrity after considering the celebrity brand
extension. Again, the females may have accounted for the difference in this study.
Implications for Practitioners
The use of celebrities in advertising and marketing campaigns is critical to the
strategic marketing decisions since the turn of the century. Celebrities appear in about 20
percent of advertisements in the United States (Solomon 2009). With the growth in the
number of celebrities and the shrinkage of marketing and advertising budgets, effective
and efficient endorsement deals are more critical for corporations and celebrities. A new
emergence has occurred with the branding of celebrities who want a greater piece of the
marketing pie. This is evident in the growth of celebrity branded fragrances over the
years, which account for 6 percent of the total fragrance market and has led to millions to
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the industry (Horyn 2005). By licensing, developing and/or marketing their own
products, celebrities are not only exposing themselves to more consumers but are also
gaining a larger share of the revenue than in strict endorsement deals.
A recent study by Ace Metrix found that celebrity advertisements do not perform
any better than advertisements without celebrities and sometimes even worse (Daboll
2011). After reviewing more than 2,600 advertisements, the study found that the
advertisements with celebrity endorsements either performed below average or equally to
non-celebrity advertisements. However, the study said that clever and creative use of
celebrities can be effective, but it depends on the celebrity as well as the connection
between the celebrity and the product being endorsed. If celebrities as endorsers are not
effective in advertising, perhaps maybe the role of the celebrity as a brand can be more
effective. The celebrities would not only provide an endorsement of the celebrity
branded product, but they could also provide credibility since they are the “owner” of the
brand name. While this study did not find fit to matter when considering the role of the
celebrity, further research is needed to understand if a perceived difference exists
between a celebrity as a brand and an endorser in advertising. It is possible consumer
may only view celebrities as endorsers even when the celebrity is the owner and
developer of the product.
The benefit of celebrities as brand is not just for the celebrity. Corporations and
advertisers can also gain from developing lucrative deals with celebrities who are willing
to license their names and likeness to products and services. In the past, corporations
who signed huge endorsement contracts with celebrities were at the mercy of those
celebrities. The risk was on the corporation that the celebrity remains “good” during the
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endorsement deal and represents the company and the product well. For example,
Britney Spears signed a large endorsement deal with Pepsi in 2001 and then was
photographed drinking a competitor’s product. With celebrity brands and licensing deals,
the celebrity assumes more of the risk. With the increase in media outlets and social
media sites, celebrities risk negative exposure by the paparazzi, making endorsement
deals a liability for corporations. For the celebrity’s branded product to be successful, the
celebrity should take a more active role in the marketing and promotion of the product.
This could not only include advertising opportunities but also public appearances and
publicity opportunities.
While the role of a celebrity as a brand versus an endorser was not completely
established in this study, it is not the only important construct for marketers and
advertisers to consider. Consumers are relating to celebrities on a more personal level,
and celebrity branded products help to make that connection. Targeting those consumers
with stronger attachments to these celebrities can allow corporations to market a variety
of products, not just the traditional fragrance or clothing line. Decision makers must
consider not only what customers want, but also how those consumers feel about that
celebrity. Liking and attachment have varying degrees. By understanding the different
levels, celebrity branded products can be better targeted to consumers.
Finally, this research identified another important element to consider: the
concept of the celebrity’s perceived involvement. By better understanding how
consumers perceive the role of the celebrity with the brand extension development can
impact potential sales and ultimately revenue. The more involved a celebrity is perceived
to be with a product can have an effect on consumers’ attitudes as well as behavior,
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particularly for those products where fit may be questioned. Recent press releases and
news stories have discussed the involvement of a celebrity in the development of a
celebrity branded product. For example, in recent fragrances launches for Jennifer
Aniston and Reese Witherspoon, news stories included how these actresses incorporated
personal scents into their fragrances. Also, Sarah Jessica Parker featured her branded
clothing line on The Oprah Winfrey Show, revealing how she handpicked fabrics and was
instrumental in the design of the clothing pieces. Supporting advertising for celebrity
brands with press releases and other promotional materials and discussing the celebrity’s
involvement with the product’s development can increase attitudes and possible purchase
behaviors. While no effect was found in this research, measuring the celebrity’s level of
involvement may be more beneficial than manipulating the construct.
Limitations of the Research
With any experimental research design, there are limitations to the present study
that must be addressed. In this case, the generalizability of the study’s results, the use of
real celebrities but fictitious brands to develop the stimuli and data collection setting
online and in the classroom are the key limitations in this study.
First, the use of a sample from a population of undergraduate college students
may raise potential concerns about the generalizability of the results to other populations.
There is debate whether a student sample is representative of the general population.
While students are considered to be appropriate as long as the sample is homogenous
(Sternthal, Tybout, and Calder 1994), others have suggested that students’ responses may
differ from household consumers (Cunningham, Anderson, and Murphy 1974; Park and
Lessig 1974). However, it has been found that students process information and respond

150

similarly to the general population (Bergmann and Grahn 1997; Lamb and Stern 1979).
As long as the celebrity and products are relevant to a student population, students are an
appropriate sample and were used in this research. However, it is important to consider a
larger cross-section of individuals which is more representative of the general population
for future celebrity brand research.
In this study, concerns about a student sample were carefully addressed in the
choice of celebrities and products. By using QScores which are based on the targeted
population of 18-35 years old, the celebrities Will Smith and Brad Pitt were ranked high
in this group. In addition, the products were carefully selected by reviewing past
literature which also used student samples. A wide range of products were pre-tested by
students. Finally, these products were gender neutral.
Another limitation of the current research is the use of real celebrities, but
fictitious brands. Using real celebrities was important to the manipulation. The subjects
needed to know the celebrity and have feelings (positive or negative) toward that
celebrity to comprehend their role with the celebrity branded product’s development.
While any prior knowledge or personal bias toward the real celebrity was difficult to
capture, likability and attachment were measured to control for these potential biases.
Moreover, the chosen celebrities were both male. While gender was blocked for in the
studies and only limited significance was found, the use of a female celebrity may
generate different results. Also, a less popular celebrity may influence results, as students
may have been biased by the celebrities’ over-exposure in the media.
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In addition, there are issues with using fictitious brands which the subjects are not
familiar or have an association. While pre-tests showed significant interest in these
products by students, students may not have been in the market for those products.
Also, a level of believability was needed about the fictitious products, but it was not
measured as a possible factor. Finally, while the manipulations were properly tested to
be deemed successful, subjects may have not differentiated between a celebrity brand and
an endorser for these fictional products. No definitions were provided before the
scenarios. Hence, subjects may have perceived the two concepts as the same.
Because Study 1 and its replicate were conducted online, the researcher had little
control over the actual completion of the experiment. While all questions were
mandatory before the subject could advance in the questionnaire, individuals viewed the
study on their own time outside of the control of the researcher. Possible distractions
could have occurred while the students completed the questionnaire online. However,
questions were placed in the study to confirm the subject read the scenarios. The limited
number of incorrect responses to these questions revealed that the majority of the subjects
were attentive as they took the online study, minimizing this limitation. While there are
limitations to collecting data online, there are also limitations to distributing
questionnaires in a classroom setting. More control is granted in a classroom; however,
time is usually limited based on the professors allowing access to students. Students may
have felt rushed or completed the questionnaire hastily based on the behavior of students
around them.
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Future Research Directions
Since this research is the first to examine celebrity brands and celebrity endorsers
in the same study, there are a variety of future research opportunities to further
understand the potential perceived difference between these concepts as well as to expand
the celebrity brand concept. These ideas include the conceptualization of the celebrity
brand construct, the multi-dimensionality of perceived fit, the role of consumer toward
celebrity brands and scale development for the celebrity’s perceived involvement.
First, the conceptualization of the celebrity brand concept is needed to contribute
to the celebrity branding and celebrity endorsement literature. The lack of support for
hypotheses in Study 1 suggests that there may be some confusion among consumers
about the celebrity brand concept. Do consumers actually see a difference between
celebrity brands and celebrity endorsers? According to this research, consumers may not
perceive a difference. Power is a concept that has been discussed in the source credibility
literature and should be explored as it relates to celebrity brands. Celebrities who market
themselves as brands may be perceived to be more powerful than endorsers. Risk is also
another construct that relates to brands and endorsers. As mentioned earlier, corporations
assume more risk with endorsers than brands. The level of risk assumed by the celebrity
should be explored for both celebrity brands and endorsers. Finally, the perceived image
of the celebrity as it relates to the branding concept should be explored. An exploration
of what characteristics are unique and similar to celebrity brand and celebrity endorser
concepts should be identified before more research defines the celebrity brand concept.
In Study 1, the manipulation of perceived fit did not have a significant difference
on either source credibility or attitudes; however, Study 2 did find a main effect with
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perceived fit. Subjects were provided with a simple definition of perceived fit – the
similarity between the celebrity brand and the brand extension. However, perceived fit
could be multi-dimensional when applied to people, not products. Consumers could view
fit based on the celebrity’s image or the product’s image. Fit could also be viewed based
on believability or authenticity. While the branding literature defines perceived fit as a
similarity or consistency, the endorsement literature on match-up may provide additional
characteristics to consider and test as it relates to celebrity brands.
Third, understanding the characteristics of consumers is another area to explore.
The role of attachment with the celebrity had a significant effect in all studies, except for
the outcome of purchase likelihood. What other characteristics of the consumer lead to
these attachments? The schema literature can provide a solid basis to better understand
how the consumer’s schema may need to match the perceived schema of the celebrity for
the celebrity brand to be effective. In addition, attachment has been studied as public
versus private (Ball and Tasaki 1992) which may influence how consumers feel about
celebrities. More public attachments with celebrities may result in higher levels of
purchase likelihood for celebrity branded products, whereas, private attachments may
limit the need for consumers to “show off” with celebrity branded products. Exploring
the characteristics of the consumers can provide beneficial insight into attitude and
behavior generation.
Finally, the concept of the celebrity’s perceived involvement with the
development of the product should be further explored. Development of a scale to
measure this construct is needed to add to the involvement literature. A scale measuring
the consumer’s perceptions of a celebrity’s involvement in a product would be unique
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and beneficial as the research on celebrity brands evolves. Involvement did not have a
main effect; however, involvement may be specific to the celebrity and the products.
Thus, it should be tested with another celebrity and different products, including more
functional types of products. Involvement is a well studied construct in the marketing
and advertising little, but there is opportunity to make a contribution to the literature
through this unique construct.
While the findings for these initial studies were not strong, there are a variety of
important areas for future research. Developing a new stream of branding research with
celebrities as brands could provide interesting theoretical and practical implications for
future research.
Chapter Summary
Chapter 6 provides concluding comments about this dissertation on celebrity
brands. First, the chapter discussed the theoretical implications of the hypothesis testing.
Next, the managerial implications were discussed as they relate to this current study.
Third, the limitations of the research were presented and discussed. Finally, future
research ideas were provided as a way to extend the branding literature to include
celebrity brands.
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Appendix A
Study 1 (Will Smith) Scenarios
Branded Sunglasses
Entertainer Will Smith today announced his plans to launch the Will Smith Brand
Sunglasses Collection to be sold in major department stores nationwide.
"I am pleased to announce my new Will Smith Brand Sunglasses," said Will Smith.
"While my sunglasses are still in development, I am excited to be personally designing
this brand which provides quality eye protection. I am also adding my personal style to
my sunglasses brand for men."
The Will Smith Brand will initially launch men’s sunglasses, including fashion styles and
sports eyewear. The branded sunglasses collection will be made with durable materials
and feature quality UVA protection. The Will Smith Brand may expand into other
accessories over time and a sunglasses collection for women.
Recognized as one of the world's most influential entertainers, Will Smith is an American
actor, film producer and pop rapper who has enjoyed success in music, television and
film. Smith has been nominated for four Golden Globe Awards, two Academy Awards,
and has won multiple Grammy Awards.
In the late 1980s and early 1990s, Smith achieved fame as the rapper The Fresh Prince
and starred in the popular television series, “The Fresh Prince of Bel-Air.” He has
successfully transitioned to films, achieving a box office success in films like Bad Boys,
Independence Day, Men in Black, The Pursuit of Happyness, I Am Legend, Hancock,
Wild Wild West, Enemy of the State, Ali, Shark Tale, Hitch and Seven Pounds.
Branded Luggage
Entertainer Will Smith today announced his plans to launch the Will Smith Brand
Luggage to be sold in major department stores nationwide.
"I am pleased to announce my new Will Smith Brand Luggage Collection," said Will
Smith. "While my luggage collection is still in development, I am excited to be
personally designing this brand of luggage which will allow jet setters to travel in style
and ease. I am also adding my personal flair to my luggage brand."
The Will Smith Brand will initially launch a four piece luggage collection to meet the
travel needs of jet setters. The branded luggage collection will be made with durable
materials and feature wheeled and carry-on pieces. The Will Smith Brand may expand
into other travel accessories over time.
Recognized as one of the world's most influential entertainers, Will Smith is an American
actor, film producer and pop rapper who has enjoyed success in music, television and
film. Smith has been nominated for four Golden Globe Awards, two Academy Awards,
and has won multiple Grammy Awards.
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In the late 1980s and early 1990s, Smith achieved fame as the rapper The Fresh Prince
and starred in the popular television series, “The Fresh Prince of Bel-Air.” He has
successfully transitioned to films, achieving a box office success in films like Bad Boys,
Independence Day, Men in Black, The Pursuit of Happyness, I Am Legend, Hancock,
Wild Wild West, Enemy of the State, Ali, Shark Tale, Hitch and Seven Pounds.
Branded Vacuum Cleaner
Entertainer Will Smith today announced his plans to launch the Will Smith Brand
Vacuum Cleaner to be sold in major department stores nationwide.
"I am pleased to announce my new Will Smith Brand Vacuum Cleaner," said Will
Smith. "While my vacuum cleaner is still in development, I am excited to be personally
designing this brand which will become an important cleaning device in every home. I
am also adding my personal style to the features of my vacuum cleaner brand."
The Will Smith Brand will initially launch the upright vacuum cleaner which will be
lightweight and feature a HEPA filter to keep the air clean. The branded vacuum cleaner
will be made with durable materials and can be used both on carpet and hardwood floors.
The Will Smith Brand may expand into other housecleaning accessories and supplies
over time.
Recognized as one of the world's most influential entertainers, Will Smith is an American
actor, film producer and pop rapper who has enjoyed success in music, television and
film. Smith has been nominated for four Golden Globe Awards, two Academy Awards,
and has won multiple Grammy Awards.
In the late 1980s and early 1990s, Smith achieved fame as the rapper The Fresh Prince
and starred in the popular television series, “The Fresh Prince of Bel-Air.” He has
successfully transitioned to films, achieving a box office success in films like Bad Boys,
Independence Day, Men in Black, The Pursuit of Happyness, I Am Legend, Hancock,
Wild Wild West, Enemy of the State, Ali, Shark Tale, Hitch and Seven Pounds.
Endorsed Sunglasses
Entertainer Will Smith today announced his plans to endorse a line of sunglasses to be
sold in major department stores nationwide.
"I am pleased to announce my endorsement relationship for a new line of sunglasses,"
said Will Smith. "While the product is still in development, I am excited to be associated
with this product which provides quality eye protection. The men's sunglasses collection
is line with my personal style."
Will Smith will initially endorse the men's sunglasses, including fashion styles and also
sports eyewear. The sunglasses collection will be made with durable materials and
feature quality UVA protection. The sunglasses company may expand into other
accessories over time and a sunglasses collection for women.
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Recognized as one of the world's most influential entertainers, Will Smith is an American
actor, film producer and pop rapper who has enjoyed success in music, television and
film. Smith has been nominated for four Golden Globe Awards, two Academy Awards,
and has won multiple Grammy Awards.
In the late 1980s and early 1990s, Smith achieved fame as the rapper The Fresh Prince
and starred in the popular television season known as The Fresh Prince of Bel-Air. He
has successfully transitioned to films achieving box office successes in films like Bad
Boys, Independence Day, Men in Black, The Pursuit of Happyness, I Am Legend,
Hancock, Wild Wild West, Enemy of the State, Ali, Shark Tale, Hitch and Seven Pounds.
Endorsed Luggage
Entertainer Will Smith today announced his plans to endorse a line of luggage to be sold
in major department stores nationwide.
"I am pleased to announce my endorsement relationship for a new line of luggage," said
Will Smith. "While the product is still in development, I am excited to be associated with
this product which allows jet setters to travel in style and ease. The luggage collection is
line with my personal style."
Will Smith will initially endorse the luggage collection, which includes four unique travel
pieces. The luggage collection will be made with durable materials and feature wheeled
and carry-on pieces. The luggage company may expand into other travel accessories over
time.
Recognized as one of the world's most influential entertainers, Will Smith is an American
actor, film producer and pop rapper who has enjoyed success in music, television and
film. Smith has been nominated for four Golden Globe Awards, two Academy Awards,
and has won multiple Grammy Awards.
In the late 1980s and early 1990s, Smith achieved fame as the rapper The Fresh Prince
and starred in the popular television season known as The Fresh Prince of Bel-Air. He
has successfully transitioned to films achieving box office successes in films like Bad
Boys, Independence Day, Men in Black, The Pursuit of Happyness, I Am Legend,
Hancock, Wild Wild West, Enemy of the State, Ali, Shark Tale, Hitch and Seven Pounds.
Endorsed Vacuum Cleaner
Entertainer Will Smith today announced his plans to endorse a line of vacuum cleaners to
be sold in major department stores nationwide.
"I am pleased to announce my endorsement relationship for a new line of vacuum
cleaners," said Will Smith. "While the product is still in development, I am excited to be
associated with this product which will become an important cleaning device in every
home. The vacuum cleaner is in line with my personal style."
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Will Smith will initially endorse the upright vacuum cleaner which will be lightweight
and feature a HEPA filter to keep the air clean. The vacuum cleaner will be made with
durable materials and can be used both on carpet and hardwood floors. The vacuum
cleaner company may expand into other housecleaning accessories and supplies over
time.
Recognized as one of the world's most influential entertainers, Will Smith is an American
actor, film producer and pop rapper who has enjoyed success in music, television and
film. Smith has been nominated for four Golden Globe Awards, two Academy Awards,
and has won multiple Grammy Awards.
In the late 1980s and early 1990s, Smith achieved fame as the rapper The Fresh Prince
and starred in the popular television season known as The Fresh Prince of Bel-Air. He
has successfully transitioned to films achieving box office successes in films like Bad
Boys, Independence Day, Men in Black, The Pursuit of Happyness, I Am Legend,
Hancock, Wild Wild West, Enemy of the State, Ali, Shark Tale, Hitch and Seven Pounds.
Study 1 (Will Smith) Scenarios
Branded Sunglasses
Entertainer Brad Pitt today announced his plans to launch the Brad Pitt Brand Sunglasses
Collection to be sold in major department stores nationwide.
"I am pleased to announce my new Brad Pitt Brand Sunglasses," said Brad Pitt. "While
my sunglasses are still in development, I am excited to be personally designing this brand
which provides quality eye protection. I am also adding my personal sense of style to my
sunglasses brand for men."
The Brad Pitt Brand will initially launch men's sunglasses, including fashion styles and
sports eyewear. The branded sunglasses collection will be made with durable materials
and feature quality UVA protection. The Brad Pitt Brand may expand into other
accessories over time and a sunglasses collection for women.
Recognized as one of the world's most influential entertainers, Brad Pitt is an American
actor and film producer. Pitt has been nominated for two Academy Awards and four
Golden Globe Awards, winning one Golden Globe. He has also been described as one of
the world's most attractive men.
Pitt began his acting career in the late 1980s with several television guest appearances,
including a role on the prime-time soap opera Dallas in 1987. In 1991 he gained
recognition in movies as the cowboy hitchhiker in Thelma & Louise. Pitt's other leading
movie roles include A River Runs Through It, Interview with the Vampire, Legends of
the Fall, Seven, 12 Monkeys, Fight Club, Ocean's Eleven and its sequels, Ocean's Twelve
and Ocean's Thirteen as well as Troy, Mr. & Mrs. Smith and The Curious Case of
Benjamin Button.
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Branded Luggage
Entertainer Brad Pitt today announced his plans to launch the Brad Pitt Brand Luggage to
be sold in major department stores nationwide.
"I am pleased to announce my new Brad Pitt Brand Luggage Collection," said Brad Pitt.
"While my luggage collection is still in development, I am excited to be personally
designing this brand of luggage which will allow jet setters to travel in style and ease. I
am also adding my personal flair to my luggage brand."
The Brad Pitt Brand will initially launch a four piece luggage collection to meet the travel
needs of jet setters. The branded luggage collection will be made with durable materials
and feature wheeled and carry-on pieces. The Brad Pitt Brand may expand into other
travel accessories over time.
Recognized as one of the world's most influential entertainers, Brad Pitt is an American
actor and film producer. Pitt has been nominated for two Academy Awards and four
Golden Globe Awards, winning one Golden Globe. He has also been described as one of
the world's most attractive men.
Pitt began his acting career in the late 1980s with several television guest appearances,
including a role on the prime-time soap opera Dallas in 1987. In 1991 he gained
recognition in movies as the cowboy hitchhiker in Thelma & Louise. Pitt's other leading
movie roles include A River Runs Through It, Interview with the Vampire, Legends of
the Fall, Seven, 12 Monkeys, Fight Club, Ocean's Eleven and its sequels, Ocean's Twelve
and Ocean's Thirteen as well as Troy, Mr. & Mrs. Smith and The Curious Case of
Benjamin Button.
Branded Vacuum Cleaner
Entertainer Brad Pitt today announced his plans to launch the Brad Pitt Brand Vacuum
Cleaner to be sold in major department stores nationwide.
"I am pleased to announce my new Brad Pitt Brand Vacuum Cleaner," said Brad Pitt.
"While my vacuum cleaner is still in development, I am excited to be personally
designing this brand which will become an important cleaning device in every home. I
am also adding my personal sense of style to the features of my vacuum cleaner brand."
The Brad Pitt Brand will initially launch the upright vacuum cleaner which will be
lightweight and feature a HEPA filter to keep the air clean. The branded vacuum cleaner
will be made with durable materials and can be used both on carpet and hardwood floors.
The Brad Pitt Brand may expand into other housecleaning accessories and supplies over
time.
Recognized as one of the world's most influential entertainers, Brad Pitt is an American
actor and film producer. Pitt has been nominated for two Academy Awards and four
Golden Globe Awards, winning one Golden Globe. He has also been described as one of
the world's most attractive men.
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Pitt began his acting career in the late 1980s with several television guest appearances,
including a role on the prime-time soap opera Dallas in 1987. In 1991 he gained
recognition in movies as the cowboy hitchhiker in Thelma & Louise. Pitt's other leading
movie roles include A River Runs Through It, Interview with the Vampire, Legends of
the Fall, Seven, 12 Monkeys, Fight Club, Ocean's Eleven and its sequels, Ocean's Twelve
and Ocean's Thirteen as well as Troy, Mr. & Mrs. Smith and The Curious Case of
Benjamin Button.
Endorsed Sunglasses
Entertainer Brad Pitt today announced his plans to endorse a line of sunglasses to be sold
in major department stores nationwide.
"I am pleased to announce my endorsement relationship for a new line of sunglasses,"
said Brad Pitt. "While the product is still in development, I am excited to be associated
with this product which provides quality eye protection. The men's sunglasses collection
is line with my personal style."
Brad Pitt will initially endorse the men's sunglasses, including fashion styles and also
sports eyewear. The sunglasses collection will be made with durable materials and
feature quality UVA protection. The sunglasses company may expand into other
accessories over time and a sunglasses collection for women.
Recognized as one of the world's most influential entertainers, Brad Pitt is an American
actor and film producer. Pitt has been nominated for two Academy Awards and four
Golden Globe Awards, winning one Golden Globe. He has also been described as one of
the world's most attractive men.
Pitt began his acting career in the late 1980s with several television guest appearances,
including a role on the prime-time soap opera Dallas in 1987. In 1991 he gained
recognition in movies as the cowboy hitchhiker in Thelma & Louise. Pitt's other leading
movie roles include A River Runs Through It, Interview with the Vampire, Legends of
the Fall, Seven, 12 Monkeys, Fight Club, Ocean's Eleven and its sequels, Ocean's Twelve
and Ocean's Thirteen as well as Troy, Mr. & Mrs. Smith and The Curious Case of
Benjamin Button.
Endorsed Luggage
Entertainer Brad Pitt today announced his plans to endorse a line of luggage to be sold in
major department stores nationwide.
"I am pleased to announce my endorsement relationship for a new line of luggage," said
Brad Pitt. "While the product is still in development, I am excited to be associated with
this product which allows jet setters to travel in style and ease. The luggage collection is
line with my personal style."
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Brad Pitt will initially endorse the luggage collection, which includes four unique travel
pieces. The luggage collection will be made with durable materials and feature wheeled
and carry-on pieces. The luggage company may expand into other travel accessories over
time.
Recognized as one of the world's most influential entertainers, Brad Pitt is an American
actor and film producer. Pitt has been nominated for two Academy Awards and four
Golden Globe Awards, winning one Golden Globe. He has also been described as one of
the world's most attractive men.
Pitt began his acting career in the late 1980s with several television guest appearances,
including a role on the prime-time soap opera Dallas in 1987. In 1991 he gained
recognition in movies as the cowboy hitchhiker in Thelma & Louise. Pitt's other leading
movie roles include A River Runs Through It, Interview with the Vampire, Legends of
the Fall, Seven, 12 Monkeys, Fight Club, Ocean's Eleven and its sequels, Ocean's Twelve
and Ocean's Thirteen as well as Troy, Mr. & Mrs. Smith and The Curious Case of
Benjamin Button.
Endorsed Vacuum Cleaner
Entertainer Brad Pitt today announced his plans to endorse a line of vacuum cleaners to
be sold in major department stores nationwide.
"I am pleased to announce my endorsement relationship for a new line of vacuum
cleaners," said Brad Pitt. "While the product is still in development, I am excited to be
associated with this product which will become an important cleaning device in every
home. The vacuum cleaner is in line with my personal style."
Brad Pitt will initially endorse the upright vacuum cleaner which will be lightweight and
feature a HEPA filter to keep the air clean. The vacuum cleaner will be made with
durable materials and can be used both on carpet and hardwood floors. The vacuum
cleaner company may expand into other housecleaning accessories and supplies over
time.
Recognized as one of the world's most influential entertainers, Brad Pitt is an American
actor and film producer. Pitt has been nominated for two Academy Awards and four
Golden Globe Awards, winning one Golden Globe. He has also been described as one of
the world's most attractive men.
Pitt began his acting career in the late 1980s with several television guest appearances,
including a role on the prime-time soap opera Dallas in 1987. In 1991 he gained
recognition in movies as the cowboy hitchhiker in Thelma & Louise. Pitt's other leading
movie roles include A River Runs Through It, Interview with the Vampire, Legends of
the Fall, Seven, 12 Monkeys, Fight Club, Ocean's Eleven and its sequels, Ocean's Twelve
and Ocean's Thirteen as well as Troy, Mr. & Mrs. Smith and The Curious Case of
Benjamin Button.
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Study 2 (Brad Pitt) Scenarios
Highly Involved Sunglasses
Entertainer Brad Pitt today announced the launch of his personally designed Brad Pitt
Brand® Sunglasses Collection which will be sold in major department stores nationwide.
“I am pleased to be offering my Brad Pitt Brand Sunglasses Collection,” said Brad Pitt.
“I dedicated myself to personally designing the sunglasses collection which provides
quality eye protection. I am also adding my personal style to my sunglasses brand for
men.”
Brad Pitt has taken an extremely active role in running his company and designing the
branded sunglasses collection, which is made with durable materials and features quality
UVA protection. Consumers can choose from fashion styles and sports eyewear.
“I enjoyed my role as the lead designer of my sunglasses collection, and I have also been
hands-on with the production process,” said Pitt. “I have heavily invested my time and
energy into the success of my product line. It is an extension of me. I believe in the
quality of the products and the classic designs.”
The Brad Pitt Brand will evolve by expanding into other accessories and a sunglasses
collection for women over time. There are also plans to launch the sunglasses collection
in international markets.
Pitt will be featured in all television and print advertising and will make public
appearances to launch his sunglasses collection at major departments throughout the
United States.
Recognized as one of the world's most influential entertainers, Brad Pitt is an American
actor and film producer. Pitt has been nominated for two Academy Awards and four
Golden Globe Awards, capturing one Golden Globe. He has also been described as one
of the world’s most attractive men.
Highly Involved Luggage
Entertainer Brad Pitt today announced the launch of his personally designed Brad Pitt
Brand® Luggage Collection which will be sold in major department stores nationwide.
"I am pleased to be offering my Brad Pitt Brand Luggage Collection," said Brad Pitt. “I
dedicated myself to personally designing the luggage collection which will allow jetsetters to travel in style and ease. I am also adding my personal style to my luggage
brand."
Brad Pitt has taken an extremely active role in running his company and designing the
four unique travel pieces, made with durable materials and featuring wheeled and carryon pieces. Consumers can also purchase pieces separately.
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“I enjoyed my role as the lead designer of my luggage collection, and I have also been
hands-on with the production process,” said Pitt. “I have heavily invested my time and
energy into the success of my product line. It is an extension of me. I focused on the
quality of the products and the classic designs.”
The Brad Pitt Brand will evolve by expanding into other travel accessories over time.
There are also plans to launch the luggage collection in international markets.
Pitt will be featured in all television and print advertising and will make public
appearances to launch the luggage collection at major departments throughout the United
States.
Recognized as one of the world's most influential entertainers, Brad Pitt is an American
actor and film producer. Pitt has been nominated for two Academy Awards and four
Golden Globe Awards, capturing one Golden Globe. He has also been described as one
of the world’s most attractive men.
Highly Involved Vacuum Cleaner
Entertainer Brad Pitt today announced the launch of his personally designed Brad Pitt
Brand® Vacuum Cleaner which will be sold in major department stores nationwide.
"I am pleased to be offering the Brad Pitt Brand Vacuum Cleaner," said Brad Pitt. “I
dedicated myself to personally design the vacuum cleaner which will become an
important cleaning device in every home. I am also adding my personal style to the
features of my vacuum cleaner brand."
Brad Pitt has taken an extremely active role in running his company and designing the
upright vacuum cleaner, which is lightweight and features a HEPA filter to keep the air
clean. The vacuum is made with durable materials and can be used both on carpet and
hardwood floors.
“I enjoyed my role as the lead designer of my vacuum cleaner, and I have also been
hands-on with the production process,” said Pitt. “I have heavily invested my time and
energy into the success of this product. It is an extension of me. I focused on the quality
of the product and the classic design.”
The Brad Pitt Brand will evolve by expanding into other housecleaning accessories over
time. There are also plans to launch the vacuum cleaner in international markets.
Pitt will be featured in all television and print advertising and will make public
appearances to launch the vacuum cleaner at major departments throughout the United
States.
Recognized as one of the world's most influential entertainers, Brad Pitt is an American
actor and film producer. Pitt has been nominated for two Academy Awards and four
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Golden Globe Awards, capturing one Golden Globe. He has also been described as one
of the world’s most attractive men.
Low Involved Sunglasses
Entertainer Brad Pitt today announced the launch of the Brad Pitt Brand® Sunglasses
Collection which will be sold in major department stores nationwide.
“I am pleased to be offering the Brad Pitt Brand Sunglasses Collection,” said Brad Pitt.
“The design team truly captured my personal style and incorporated it into this sunglasses
brand for men.”
The Brad Pitt Branded Sunglasses includes fashion styles and sports eyewear. The
branded sunglasses collection is made with durable materials and features quality UVA
protection.
The Brad Pitt Brand may evolve into other accessories over time and a sunglasses
collection for women. There are also plans to launch the sunglasses collection in
international markets.
A nationwide television and print advertising campaign will introduce the sunglasses
collections, with Brad Pitt making public appearances to launch the sunglasses collection
at major departments throughout the United States.
Recognized as one of the world's most influential entertainers, Brad Pitt is an American
actor and film producer. Pitt has been nominated for two Academy Awards and four
Golden Globe Awards, capturing one Golden Globe. He has also been described as one
of the world’s most attractive men.
Low Involved Luggage
Entertainer Brad Pitt today announced the launch of the Brad Pitt Brand® Luggage
Collection which will be sold in major department stores nationwide.
"I am pleased to be offering the Brad Pitt Brand Luggage Collection," said Brad Pitt.
“The design team captured my personal style and incorporated it into this luggage brand."
The Brad Pitt Brand Luggage Collection features a four piece luggage collection to meet
the travel needs of jet setters. The branded luggage collection is made with durable
materials and features wheeled and carry-on pieces. Consumers can also purchase pieces
separately,
The Brad Pitt Brand may expand into other travel accessories over time. There are also
plans to launch the luggage collection in international markets.
A nationwide television and print advertising campaign will introduce the sunglasses
collections, with Brad Pitt making public appearances to launch the sunglasses collection
at major departments throughout the United States.
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Recognized as one of the world's most influential entertainers, Brad Pitt is an American
actor and film producer. Pitt has been nominated for two Academy Awards and four
Golden Globe Awards, capturing one Golden Globe. He has also been described as one
of the world’s most attractive men.
Low Involved Vacuum Cleaner
Entertainer Brad Pitt today announced the launch of the Brad Pitt Brand® Vacuum
Cleaner which will be sold in major department stores nationwide.
"I am pleased to be offering the Brad Pitt Brand Vacuum Cleaner," said Brad Pitt. “The
design team captured my personal style and incorporated it into the features of this
vacuum cleaner brand."
The Brad Pitt Brand Vacuum Cleaner is an upright model made with durable materials
and can be used on both carpet and hardwood floors. It is lightweight and features a
HEPA filter to keep the air clean.
The Brad Pitt Brand may evolve into other housecleaning accessories over time. There
are also plans to launch the vacuum cleaner in international markets.
A nationwide television and print advertising campaign will introduce the vacuum
cleaner, with Brad Pitt making public appearances to launch the vacuum cleaner at major
departments throughout the United States.
Recognized as one of the world's most influential entertainers, Brad Pitt is an American
actor and film producer. Pitt has been nominated for two Academy Awards and four
Golden Globe Awards, capturing one Golden Globe. He has also been described as one
of the world’s most attractive men.
Study 2 (Brad Pitt) Advertisements
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Appendix B
Study 1 Pre-test for Actors
In the first part of the study, we would like you to assess your familiarity with the
celebrities below, along with your impression of their images. Please rate your familiarity
and perceived image with the celebrities below.
Familiarity is defined as how well-known that celebrity is to you.
Perceived image is defined as your perception of the celebrity based on your prior knowledge
of the celebrity, as well as your attitudes toward the celebrity.
Circle the number on the continuum which best represents your feelings toward the
identified celebrity. Marking one (1) indicates your feelings are weak toward that
celebrity, a four (4) means that you have neutral feelings toward that celebrity and a seven
(7) means you have strong feelings toward the celebrity.
Ben Stiller
Not familiar at all
1
Very negative image 1

2
2

3
3

4
4

5
5

6
6

7
7

Very familiar
Very positive image

Brad Pitt
Not familiar at all
1
Very negative image 1

2
2

3
3

4
4

5
5

6
6

7
7

Very familiar
Very positive image

Leonardo DiCaprio
Not familiar at all
1
Very negative image 1

2
2

3
3

4
4

5
5

6
6

7
7

Very familiar
Very positive image

Matt Damon
Not familiar at all
1
Very negative image 1

2
2

3
3

4
4

5
5

6
6

7
7

Very familiar
Very positive image

Will Ferrell
Not familiar at all
1
Very negative image 1

2
2

3
3

4
4

5
5

6
6

7
7

Very familiar
Very positive image

Will Smith
Not familiar at all
1
Very negative image 1

2
2

3
3

4
4

5
5

6
6

7
7

Very familiar
Very positive image

Do you recall any of the above celebrities to be endorsers of products? Yes 

No 

If yes, please list the above celebrities which you recall to be endorsers of products as well
as the products that each celebrity endorses.
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Now we would like you to review the list of celebrities and product pairings below.
Evaluate the celebrity and product based on the extent to which you believe the celebrity
and the listed products “fit” together.
Fit is defined as the extent to which the characteristics of the celebrity and the product
category are similar or consistent.
Circle the number on the continuum that best represents the “fit” between the celebrity
and the product. Marking one (1) indicates that the fit is weak, a four (4) means your
opinion of the fit is neutral and a seven (7) indicates a strong fit between the celebrity and
the product.
Ben Stiller
Athletic Shoes
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Cologne/Fragrance
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Designer Jeans
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Luggage
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Smart Phone
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Sunglasses
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Vacuum Cleaner
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Wrist Watch
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Brad Pitt
Athletic Shoes
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Cologne/Fragrance
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Designer Jeans
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Luggage
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Smart Phone
Strong No Fit

1

2

3

4

5

6

7

Strong Fit
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Brad Pitt
Sunglasses
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Vacuum Cleaner
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Wrist Watch
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Leonardo DiCaprio
Athletic Shoes
Strong No Fit
1

2

3

4

5

6

7

Strong Fit

Cologne/Fragrance
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Designer Jeans
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Luggage
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Smart Phone
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Sunglasses
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Vacuum Cleaner
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Wrist Watch
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Matt Damon
Athletic Shoes
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Cologne/Fragrance
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Designer Jeans
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Luggage
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Smart Phone
Strong No Fit

1

2

3

4

5

6

7

Strong Fit
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Matt Damon
Sunglasses
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Vacuum Cleaner
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Wrist Watch
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Will Ferrell
Athletic Shoes
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Cologne/Fragrance
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Designer Jeans
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Luggage
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Smart Phone
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Sunglasses
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Vacuum Cleaner
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Wrist Watch
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Will Smith
Athletic Shoes
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Cologne/Fragrance
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Designer Jeans
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Luggage
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Smart Phone
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Sunglasses
Strong No Fit

1

2

3

4

5

6

7

Strong Fit
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Will Smith
Vacuum Cleaner
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Wrist Watch
Strong No Fit

1

2

3

4

5

6

7

Strong Fit

Please rate how you would classify the products as “utilitarian” and “hedonic.”
Utilitarian products refer to the functional or performance features of a product, whereas,
hedonic products are valued for their socio-emotional benefit.
Circle the number on the continuum which best represents your perceptions of the listed
products. Marking one (1) indicates your classification is weak toward that product, a four
(4) means that your classification of the product is neutral and a seven (7) means the
product strongly meets the definition.
Athletic Shoes
Not Very Utilitarian 1
Not Very Hedonic
1

2
2

3
3

4
4

5
5

6
6

7
7

Very Utilitarian
Very Hedonic

Cologne/Fragrance
Not Very Utilitarian 1
Not Very Hedonic
1

2
2

3
3

4
4

5
5

6
6

7
7

Very Utilitarian
Very Hedonic

Designer Jeans
Not Very Utilitarian 1
Not Very Hedonic
1

2
2

3
3

4
4

5
5

6
6

7
7

Very Utilitarian
Very Hedonic

Luggage
Not Very Utilitarian 1
Not Very Hedonic
1

2
2

3
3

4
4

5
5

6
6

7
7

Very Utilitarian
Very Hedonic

Smart Phone
Not Very Utilitarian 1
Not Very Hedonic
1

2
2

3
3

4
4

5
5

6
6

7
7

Very Utilitarian
Very Hedonic

Sunglasses
Not Very Utilitarian 1
Not Very Hedonic
1

2
2

3
3

4
4

5
5

6
6

7
7

Very Utilitarian
Very Hedonic

Vacuum Cleaner
Not Very Utilitarian 1
Not Very Hedonic
1

2
2

3
3

4
4

5
5

6
6

7
7

Very Utilitarian
Very Hedonic

Wrist Watch
Not Very Utilitarian 1
Not Very Hedonic
1

2
2

3
3

4
4

5
5

6
6

7
7

Very Utilitarian
Very Hedonic
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Please provide information about yourself:
Gender:
Female 

Male 

Age:
Under 21 

21-30 

31-40 

Ethnicity:
Caucasian 
African American 
Other  ___________________________
College Level:
Freshman 

Sophomore 

41-50 

51-60 

Hispanic 

Junior 

Thank you for your time.
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Senior 

Over 60 

Asian 

Graduate Level 

Appendix C
Study 1* (Will Smith)
*Replicated with Brad Pitt

Will Smith Survey
Page 1 - Heading

We are conducting a marketing research study about celebrities at the College of Business Administration at the
University of Memphis.
Before you begin the survey, please review the information below. The University of Memphis requires that we explain
your rights as a participant in research and that you agree to participate after reading a description of the research, as
follows: This is to certify that you agree to participate in this research. You understand that this participation is entirely
voluntary; you can withdraw your consent at any time without penalty and have the results of the participation, to the
extent that they can be identified as yours, removed from the research records or destroyed. Please note the following
points: 1) The purpose of this research is to obtain your impressions of a celebrity and product and should take
approximately 10 minutes to complete. 2) No discomfort or stresses resulting from the survey are foreseen. 3) No risks
resulting from participation are foreseen. 4) The results of the participation will be anonymous. This project has been
reviewed and approved by the University of Memphis Institutional Review Board. If you have any questions regarding this
investigation, you may reach the investigator Christine Kowalczyk at (901) 678-4873.

Page 1 - Question 1 - Open Ended - One Line

[Mandatory]

In order to provide your consent to take this survey but to keep your comments anonymous from the investigator, please
write today's date in the blank below.

Page 2 - Heading

We are conducting a research study on entertainer Will Smith.
Recognized as one of the world's most influential entertainers, Will Smith is an American actor, film producer and pop
rapper who has enjoyed success in music, television and film. Smith has been nominated for four Golden Globe Awards,
two Academy Awards, and has won multiple Grammy Awards. In the late 1980s and early 1990s, Smith achieved fame as
the rapper The Fresh Prince and starred in the popular television series, “The Fresh Prince of Bel-Air.” He has
successfully transitioned to films, achieving a box office success in films like Bad Boys, Independence Day, Men in Black,
The Pursuit of Happyness, I Am Legend, Hancock, Wild Wild West, Enemy of the State, Ali, Shark Tale, Hitch and Seven
Pounds.

Page 2 - Question 2 - Rating Scale - One Answer (Horizontal)

[Mandatory]

First, we would like to ask you to provide your impressions of Will Smith based on the following dimensions:
Very Cold



2



3



Neutral



5



6



Page 2 - Question 3 - Rating Scale - One Answer (Horizontal)

Very Unlikable



2



3





2



3




[Mandatory]

Neutral



5



6



Page 2 - Question 4 - Rating Scale - One Answer (Horizontal)

Very Insincere

Very Warm

Very Likable


[Mandatory]

Neutral
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5



6



Very Sincere



Page 2 - Question 5 - Rating Scale - One Answer (Horizontal)

Not Very Friendly



2



3

[Mandatory]

Neutral



5



6



Very Friendly





Page 2 - Question 6 - Rating Scale - Matrix

[Mandatory]

Now, we would like to ask you about your psychological and emotional bonds you have with Will Smith. Please indicate
your level of agreement with each of the following statements:
Strongly
Disagree

Will Smith makes me care about him.
I feel very close with Will Smith.
Will Smith makes me feel controlled
and pressured to be certain ways.
Will Smith makes me feel free to be
who I am.
Generally, Will Smith makes me feel
very capable and effective.
Will Smith makes me feel inadequate
or incompetent.

2

Neutral

5

6

Strongly
Agree














































































Page 2 - Question 7 - Choice - One Answer (Drop Down)

[Mandatory]

Please indicate the month in which you were born.














3

January [Skip to 3]
February [Skip to 4]
March [Skip to 5]
April [Skip to 6]
May [Skip to 7]
June [Skip to 8]
July [Skip to 3]
August [Skip to 4]
September [Skip to 5]
October [Skip to 6]
November [Skip to 7]
December [Skip to 8]
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Page 3 - Heading

Please carefully read the following press release about Will Smith.
Entertainer Will Smith today announced his plans to launch the Will Smith Brand Sunglasses Collection to be sold in
major department stores nationwide.
"I am pleased to announce my new Will Smith Brand Sunglasses," said Will Smith. "While my sunglasses are still in
development, I am excited to be personally designing this brand which provides quality eye protection. I am also adding
my personal style to my sunglasses brand for men."
The Will Smith Brand will initially launch men’s sunglasses, including fashion styles and sports eyewear. The branded
sunglasses collection will be made with durable materials and feature quality UVA protection. The Will Smith Brand may
expand into other accessories over time and a sunglasses collection for women.
Recognized as one of the world's most influential entertainers, Will Smith is an American actor, film producer and pop
rapper who has enjoyed success in music, television and film. Smith has been nominated for four Golden Globe Awards,
two Academy Awards, and has won multiple Grammy Awards.
In the late 1980s and early 1990s, Smith achieved fame as the rapper The Fresh Prince and starred in the popular
television series, “The Fresh Prince of Bel-Air.” He has successfully transitioned to films, achieving a box office success in
films like Bad Boys, Independence Day, Men in Black, The Pursuit of Happyness, I Am Legend, Hancock, Wild Wild West,
Enemy of the State, Ali, Shark Tale, Hitch and Seven Pounds.

Page 3 - Question 8 - Choice - One Answer (Bullets)

[Mandatory]

Confirm you read the press release.

 Yes [Skip to 9]
Page 4 - Heading

Please carefully read the following press release about Will Smith.
Entertainer Will Smith today announced his plans to launch the Will Smith Brand Luggage to be sold in major department
stores nationwide.
"I am pleased to announce my new Will Smith Brand Luggage Collection," said Will Smith. "While my luggage collection
is still in development, I am excited to be personally designing this brand of luggage which will allow jet setters to travel in
style and ease. I am also adding my personal flair to my luggage brand."
The Will Smith Brand will initially launch a four piece luggage collection to meet the travel needs of jet setters. The
branded luggage collection will be made with durable materials and feature wheeled and carry-on pieces. The Will Smith
Brand may expand into other travel accessories over time.
Recognized as one of the world's most influential entertainers, Will Smith is an American actor, film producer and pop
rapper who has enjoyed success in music, television and film. Smith has been nominated for four Golden Globe Awards,
two Academy Awards, and has won multiple Grammy Awards.
In the late 1980s and early 1990s, Smith achieved fame as the rapper The Fresh Prince and starred in the popular
television series, “The Fresh Prince of Bel-Air.” He has successfully transitioned to films, achieving a box office success in
films like Bad Boys, Independence Day, Men in Black, The Pursuit of Happyness, I Am Legend, Hancock, Wild Wild West,
Enemy of the State, Ali, Shark Tale, Hitch and Seven Pounds.

Page 4 - Question 9 - Choice - One Answer (Bullets)

[Mandatory]

Confirm you read the press release.

 Yes [Skip to 13]
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Page 5 - Heading

Please carefully read the following press release about Will Smith.
Entertainer Will Smith today announced his plans to launch the Will Smith Brand Vacuum Cleaner to be sold in major
department stores nationwide.
"I am pleased to announce my new Will Smith Brand Vacuum Cleaner," said Will Smith. "While my vacuum cleaner is still
in development, I am excited to be personally designing this brand which will become an important cleaning device in
every home. I am also adding my personal style to the features of my vacuum cleaner brand."
The Will Smith Brand will initially launch the upright vacuum cleaner which will be lightweight and feature a HEPA filter to
keep the air clean. The branded vacuum cleaner will be made with durable materials and can be used both on carpet and
hardwood floors. The Will Smith Brand may expand into other housecleaning accessories and supplies over time.
Recognized as one of the world's most influential entertainers, Will Smith is an American actor, film producer and pop
rapper who has enjoyed success in music, television and film. Smith has been nominated for four Golden Globe Awards,
two Academy Awards, and has won multiple Grammy Awards.
In the late 1980s and early 1990s, Smith achieved fame as the rapper The Fresh Prince and starred in the popular
television series, “The Fresh Prince of Bel-Air.” He has successfully transitioned to films, achieving a box office success in
films like Bad Boys, Independence Day, Men in Black, The Pursuit of Happyness, I Am Legend, Hancock, Wild Wild West,
Enemy of the State, Ali, Shark Tale, Hitch and Seven Pounds.

Page 5 - Question 10 - Choice - One Answer (Bullets)

[Mandatory]

Confirm you read the press release.

 Yes [Skip to 17]
Page 6 - Heading

Please carefully read the following press release about Will Smith.
Entertainer Will Smith today announced his plans to endorse a line of sunglasses to be sold in major department stores
nationwide.
"I am pleased to announce my endorsement relationship for a new line of sunglasses," said Will Smith. "While the product
is still in development, I am excited to be associated with this product which provides quality eye protection. The men's
sunglasses collection is line with my personal style."
Will Smith will initially endorse the men's sunglasses, including fashion styles and also sports eyewear. The sunglasses
collection will be made with durable materials and feature quality UVA protection. The sunglasses company may expand
into other accessories over time and a sunglasses collection for women.
Recognized as one of the world's most influential entertainers, Will Smith is an American actor, film producer and pop
rapper who has enjoyed success in music, television and film. Smith has been nominated for four Golden Globe Awards,
two Academy Awards, and has won multiple Grammy Awards.
In the late 1980s and early 1990s, Smith achieved fame as the rapper The Fresh Prince and starred in the popular
television season known as The Fresh Prince of Bel-Air. He has successfully transitioned to films achieving box office
successes in films like Bad Boys, Independence Day, Men in Black, The Pursuit of Happyness, I Am Legend, Hancock,
Wild Wild West, Enemy of the State, Ali, Shark Tale, Hitch and Seven Pounds.

Page 6 - Question 11 - Choice - One Answer (Bullets)

[Mandatory]

Confirm you read the press release.

 Yes [Skip to 9]
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Page 7 - Heading

Please carefully read the following press release about Will Smith.
Entertainer Will Smith today announced his plans to endorse a line of luggage to be sold in major department stores
nationwide.
"I am pleased to announce my endorsement relationship for a new line of luggage," said Will Smith. "While the product is
still in development, I am excited to be associated with this product which allows jet setters to travel in style and ease. The
luggage collection is line with my personal style."
Will Smith will initially endorse the luggage collection, which includes four unique travel pieces. The luggage collection will
be made with durable materials and feature wheeled and carry-on pieces. The luggage company may expand into other
travel accessories over time.
Recognized as one of the world's most influential entertainers, Will Smith is an American actor, film producer and pop
rapper who has enjoyed success in music, television and film. Smith has been nominated for four Golden Globe Awards,
two Academy Awards, and has won multiple Grammy Awards.
In the late 1980s and early 1990s, Smith achieved fame as the rapper The Fresh Prince and starred in the popular
television season known as The Fresh Prince of Bel-Air. He has successfully transitioned to films achieving box office
successes in films like Bad Boys, Independence Day, Men in Black, The Pursuit of Happyness, I Am Legend, Hancock,
Wild Wild West, Enemy of the State, Ali, Shark Tale, Hitch and Seven Pounds.

Page 7 - Question 12 - Choice - One Answer (Bullets)

[Mandatory]

Confirm you read the press release.

 Yes [Skip to 13]
Page 8 - Heading

Please carefully read the following press release about Will Smith.
Entertainer Will Smith today announced his plans to endorse a line of vacuum cleaners to be sold in major department
stores nationwide.
"I am pleased to announce my endorsement relationship for a new line of vacuum cleaners," said Will Smith. "While the
product is still in development, I am excited to be associated with this product which will become an important cleaning
device in every home. The vacuum cleaner is in line with my personal style."
Will Smith will initially endorse the upright vacuum cleaner which will be lightweight and feature a HEPA filter to keep the
air clean. The vacuum cleaner will be made with durable materials and can be used both on carpet and hardwood floors.
The vacuum cleaner company may expand into other housecleaning accessories and supplies over time.
Recognized as one of the world's most influential entertainers, Will Smith is an American actor, film producer and pop
rapper who has enjoyed success in music, television and film. Smith has been nominated for four Golden Globe Awards,
two Academy Awards, and has won multiple Grammy Awards.
In the late 1980s and early 1990s, Smith achieved fame as the rapper The Fresh Prince and starred in the popular
television season known as The Fresh Prince of Bel-Air. He has successfully transitioned to films achieving box office
successes in films like Bad Boys, Independence Day, Men in Black, The Pursuit of Happyness, I Am Legend, Hancock,
Wild Wild West, Enemy of the State, Ali, Shark Tale, Hitch and Seven Pounds.

Page 8 - Question 13 - Choice - One Answer (Bullets)

[Mandatory]

Confirm you read the press release.

 Yes [Skip to 17]
Page 9 - Question 14 - Open Ended - Comments Box

Please list everything that you remember in the above press release about the brand names, product types, and celebrity
that you read.
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Page 10 - Question 15 - Rating Scale - One Answer (Horizontal)

[Mandatory]

Next, we would like you to assess how credible you perceive Will Smith to be.
Credibility is defined as your perceptions of the celebrity based on his expertise, trustworthiness and attractiveness.
Mark the number on the continuum which best represents your perceptions toward Will Smith as a credible source.
Not an Expert



2



3



Neutral



5



6



Page 10 - Question 16 - Rating Scale - One Answer (Horizontal)

Inexperienced



2



3





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3





Skilled



Dependable



Honest


[Mandatory]

Neutral



5



6



Page 10 - Question 23 - Rating Scale - One Answer (Horizontal)

Insincere

Qualified

[Mandatory]

Page 10 - Question 22 - Rating Scale - One Answer (Horizontal)

Unreliable



[Mandatory]

Page 10 - Question 21 - Rating Scale - One Answer (Horizontal)

Dishonest

Knowledgeable

[Mandatory]

Page 10 - Question 20 - Rating Scale - One Answer (Horizontal)

Undependable



[Mandatory]

Page 10 - Question 19 - Rating Scale - One Answer (Horizontal)

Unskilled

Experienced

[Mandatory]

Page 10 - Question 18 - Rating Scale - One Answer (Horizontal)

Unqualified


[Mandatory]

Page 10 - Question 17 - Rating Scale - One Answer (Horizontal)

Unknowledgeabl
e

Expert

Reliable


[Mandatory]

Neutral
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5



6



Sincere



Page 10 - Question 24 - Rating Scale - One Answer (Horizontal)

Untrustworthy



2



3



[Mandatory]

Neutral



5



6



Page 10 - Question 25 - Rating Scale - One Answer (Horizontal)

Unattractive



2



3





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3



Classy



Beautiful


[Mandatory]

Neutral



5



6



Page 10 - Question 29 - Rating Scale - One Answer (Horizontal)

Not Sexy



[Mandatory]

Page 10 - Question 28 - Rating Scale - One Answer (Horizontal)

Not Elegant

Attractive

[Mandatory]

Page 10 - Question 27 - Rating Scale - One Answer (Horizontal)

Not Beautiful


[Mandatory]

Page 10 - Question 26 - Rating Scale - One Answer (Horizontal)

Not Classy

Trustworthy

Elegant


[Mandatory]

Neutral



5



6



Page 11 - Question 30 - Rating Scale - One Answer (Horizontal)

Sexy


[Mandatory]

Next, we would like you to assess your attitudes toward Will Smith as well as the sunglasses featured in the press
release.
Mark the number on the continuum which best represents your feelings.
I dislike Will
Smith.



2



3



Neutral



5



6



Page 11 - Question 31 - Rating Scale - One Answer (Horizontal)

I react
unfavorably to
Will Smith.



2



3





2



3




[Mandatory]

Neutral



5



6



Page 11 - Question 32 - Rating Scale - One Answer (Horizontal)

I feel negative
toward Will
Smith.

I like Will Smith.

I react favorably
to Will Smith.


[Mandatory]

Neutral
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5



6



I feel positive
toward Will
Smith.



Page 11 - Question 33 - Rating Scale - One Answer (Horizontal)

Will Smith is bad.



2



3



[Mandatory]

Neutral



5



6



Page 11 - Question 34 - Rating Scale - One Answer (Horizontal)

I dislike the
featured product.



2



3





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3





I react favorably
to the featured
product.


[Mandatory]

Neutral



5



6



Page 11 - Question 37 - Rating Scale - One Answer (Horizontal)

The featured
product is bad.

I like the featured
product.

[Mandatory]

Page 11 - Question 36 - Rating Scale - One Answer (Horizontal)

I feel negative
toward the
featured product.


[Mandatory]

Page 11 - Question 35 - Rating Scale - One Answer (Horizontal)

I react
unfavorably to
the featured
product.

Will Smith is
good.

I feel positive
toward the
featured product.


[Mandatory]

Neutral



5



6



Page 11 - Question 38 - Rating Scale - One Answer (Horizontal)

The featured
product is good.


[Mandatory]

What would the likelihood be of you purchasing the featured sunglasses if you were in the market for sunglasses?
It is unlikely.



2



3



Neutral



5



6



Page 11 - Question 39 - Rating Scale - One Answer (Horizontal)

It is improbable.



2



3





2



3




[Mandatory]

Neutral



5



6



Page 11 - Question 40 - Rating Scale - One Answer (Horizontal)

It is impossible.

It is likely.

It is probable.


[Mandatory]

Neutral
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5



6



It is possible.



Page 12 - Question 41 - Rating Scale - One Answer (Horizontal)

[Mandatory]

Lastly, we would like you to assess your perceptions of the fit between Will Smith and the sunglasses product category.
Fit is defined as the extent to which the characteristics of the individual and the product category are similar or consistent.
Mark the number on the continuum that indicates your level of perceived fit between Will Smith and sunglasses.
Very bad fit



2



3



Neutral



5



6



Page 12 - Question 42 - Rating Scale - One Answer (Horizontal)

Very illogical fit



2



3





2



3



Neutral



5



6





2 [Skip to 21]



3 [Skip to 21]



Very logical fit


[Mandatory]

Neutral



5



6



Page 12 - Question 44 - Rating Scale - One Answer (Horizontal)

Not very
appropriate [Skip
to 21]


[Mandatory]

Page 12 - Question 43 - Rating Scale - One Answer (Horizontal)

Very dissimilar

Very good fit

Very similar


[Mandatory]

Neutral [Skip to
21]



5 [Skip to 21]



6 [Skip to 21]



Very appropriate
[Skip to 21]



Page 13 - Question 45 - Open Ended - Comments Box

Please list everything that you remember in the above press release about the brand names, product types, and celebrity
that you read.

Page 14 - Question 46 - Rating Scale - One Answer (Horizontal)

[Mandatory]

Next, we would like you to assess how credible you perceive Will Smith to be.
Credibility is defined as your perceptions of the celebrity based on his expertise, trustworthiness and attractiveness.
Mark the number on the continuum which best represents your perceptions toward Will Smith as a credible source.
Not an Expert



2



3



Neutral



5



6



Page 14 - Question 47 - Rating Scale - One Answer (Horizontal)

Inexperienced



2



3





2



3




[Mandatory]

Neutral



5



6



Page 14 - Question 48 - Rating Scale - One Answer (Horizontal)

Unknowledgeabl
e

Expert

Experienced


[Mandatory]

Neutral
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5



6



Knowledgeable



Page 14 - Question 49 - Rating Scale - One Answer (Horizontal)

Unqualified



2



3



[Mandatory]

Neutral



5



6



Page 14 - Question 50 - Rating Scale - One Answer (Horizontal)

Unskilled



2



3





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3



Reliable



Sincere



Trustworthy



Attractive


[Mandatory]

Neutral



5



6



Page 14 - Question 58 - Rating Scale - One Answer (Horizontal)

Not Beautiful



[Mandatory]

Page 14 - Question 57 - Rating Scale - One Answer (Horizontal)

Not Classy

Honest

[Mandatory]

Page 14 - Question 56 - Rating Scale - One Answer (Horizontal)

Unattractive



[Mandatory]

Page 14 - Question 55 - Rating Scale - One Answer (Horizontal)

Untrustworthy

Dependable

[Mandatory]

Page 14 - Question 54 - Rating Scale - One Answer (Horizontal)

Insincere



[Mandatory]

Page 14 - Question 53 - Rating Scale - One Answer (Horizontal)

Unreliable

Skilled

[Mandatory]

Page 14 - Question 52 - Rating Scale - One Answer (Horizontal)

Dishonest


[Mandatory]

Page 14 - Question 51 - Rating Scale - One Answer (Horizontal)

Undependable

Qualified

Classy


[Mandatory]

Neutral
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5



6



Beautiful



Page 14 - Question 59 - Rating Scale - One Answer (Horizontal)

Not Elegant



2



3



[Mandatory]

Neutral



5



6



Page 14 - Question 60 - Rating Scale - One Answer (Horizontal)

Not Sexy



2



3



Elegant


[Mandatory]

Neutral



5



6



Page 15 - Question 61 - Rating Scale - One Answer (Horizontal)

Sexy


[Mandatory]

Next, we would like you to assess your attitudes toward Will Smith as well as the luggage featured in the press release.
Mark the number on the continuum which best represents your feelings.
I dislike Will
Smith.



2



3



Neutral



5



6



Page 15 - Question 62 - Rating Scale - One Answer (Horizontal)

I react
unfavorably to
Will Smith.



2



3





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3



I feel positive
toward Will
Smith.



Will Smith is
good.


[Mandatory]

Neutral



5



6



Page 15 - Question 66 - Rating Scale - One Answer (Horizontal)

I react
unfavorably to
the featured
product.



[Mandatory]

Page 15 - Question 65 - Rating Scale - One Answer (Horizontal)

I dislike the
featured product.

I react favorably
to Will Smith.

[Mandatory]

Page 15 - Question 64 - Rating Scale - One Answer (Horizontal)

Will Smith is bad.


[Mandatory]

Page 15 - Question 63 - Rating Scale - One Answer (Horizontal)

I feel negative
toward Will
Smith.

I like Will Smith.

I like the featured
product.


[Mandatory]

Neutral
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5



6



I react favorably
to the featured
product.



Page 15 - Question 67 - Rating Scale - One Answer (Horizontal)

I feel negative
toward the
featured product.



2



3



[Mandatory]

Neutral



5



6

I feel positive
toward the
featured product.





Page 15 - Question 68 - Rating Scale - One Answer (Horizontal)

The featured
product is bad.



2



3



[Mandatory]

Neutral



5



6

The featured
product is good.





Page 15 - Question 69 - Rating Scale - One Answer (Horizontal)

[Mandatory]

What would the likelihood be of you purchasing the featured luggage if you were in the market for luggage?
It is unlikely.



2



3



Neutral



5



6



Page 15 - Question 70 - Rating Scale - One Answer (Horizontal)

It is improbable.



2



3





2



3




[Mandatory]

Neutral



5



6



Page 15 - Question 71 - Rating Scale - One Answer (Horizontal)

It is impossible.

It is likely.

It is probable.


[Mandatory]

Neutral



5



6



Page 16 - Question 72 - Rating Scale - One Answer (Horizontal)

It is possible.


[Mandatory]

Lastly, we would like you to assess your perceptions of the fit between Will Smith and the luggage product category.
Fit is defined as the extent to which the characteristics of the individual and the product category are similar or consistent.
Mark the number on the continuum that indicates your level of perceived fit between Will Smith and luggage.
Very bad fit



2



3



Neutral



5



6



Page 16 - Question 73 - Rating Scale - One Answer (Horizontal)

Very illogical fit



2



3





2



3



Neutral



5



6





2 [Skip to 21]



3 [Skip to 21]



Very logical fit


[Mandatory]

Neutral



5



6



Page 16 - Question 75 - Rating Scale - One Answer (Horizontal)

Not very
appropriate [Skip
to 21]


[Mandatory]

Page 16 - Question 74 - Rating Scale - One Answer (Horizontal)

Very dissimilar

Very good fit

Very similar


[Mandatory]

Neutral [Skip to
21]
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5 [Skip to 21]



6 [Skip to 21]



Very appropriate
[Skip to 21]



Page 17 - Question 76 - Open Ended - Comments Box

Please list everything that you remember in the above press release about the brand names, product types, and celebrity
that you read.

Page 18 - Question 77 - Rating Scale - One Answer (Horizontal)

[Mandatory]

Next, we would like you to assess how credible you perceive Will Smith to be.
Credibility is defined as your perceptions of the celebrity based on his expertise, trustworthiness and attractiveness.
Mark the number on the continuum which best represents your perceptions toward Will Smith as a credible source.
Not an Expert



2



3



Neutral



5



6



Page 18 - Question 78 - Rating Scale - One Answer (Horizontal)

Inexperienced



2



3





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3





Qualified



Skilled


[Mandatory]

Neutral



5



6



Page 18 - Question 83 - Rating Scale - One Answer (Horizontal)

Dishonest

Knowledgeable

[Mandatory]

Page 18 - Question 82 - Rating Scale - One Answer (Horizontal)

Undependable



[Mandatory]

Page 18 - Question 81 - Rating Scale - One Answer (Horizontal)

Unskilled

Experienced

[Mandatory]

Page 18 - Question 80 - Rating Scale - One Answer (Horizontal)

Unqualified


[Mandatory]

Page 18 - Question 79 - Rating Scale - One Answer (Horizontal)

Unknowledgeabl
e

Expert

Dependable


[Mandatory]

Neutral
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5



6



Honest



Page 18 - Question 85 - Rating Scale - One Answer (Horizontal)

Insincere



2



3



[Mandatory]

Neutral



5



6



Page 18 - Question 86 - Rating Scale - One Answer (Horizontal)

Untrustworthy



2



3





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3





Classy



Beautiful


[Mandatory]

Neutral



5



6



Page 18 - Question 91 - Rating Scale - One Answer (Horizontal)

Not Sexy

Attractive

[Mandatory]

Page 18 - Question 90 - Rating Scale - One Answer (Horizontal)

Not Elegant



[Mandatory]

Page 18 - Question 89 - Rating Scale - One Answer (Horizontal)

Not Beautiful

Trustworthy

[Mandatory]

Page 18 - Question 88 - Rating Scale - One Answer (Horizontal)

Not Classy


[Mandatory]

Page 18 - Question 87 - Rating Scale - One Answer (Horizontal)

Unattractive

Sincere

Elegant


[Mandatory]

Neutral



5



6



Page 19 - Question 92 - Rating Scale - One Answer (Horizontal)

Sexy


[Mandatory]

Next, we would like you to assess your attitudes toward Will Smith as well as the vacuum cleaner featured in the press
release.
Mark the number on the continuum which best represents your feelings.
I dislike Will
Smith.



2



3



Neutral



5



6



Page 19 - Question 93 - Rating Scale - One Answer (Horizontal)

I react
unfavorably to
Will Smith.



2



3



I like Will Smith.


[Mandatory]

Neutral
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5



6



I react favorably
to Will Smith.



Page 19 - Question 94 - Rating Scale - One Answer (Horizontal)

I feel negative
toward Will
Smith.



2



3



[Mandatory]

Neutral



5



6



Page 19 - Question 95 - Rating Scale - One Answer (Horizontal)

Will Smith is bad.



2



3





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3



Neutral



5



6





2



3



I like the featured
product.



I react favorably
to the featured
product.


[Mandatory]

Neutral



5



6



Page 19 - Question 99 - Rating Scale - One Answer (Horizontal)

The featured
product is bad.



[Mandatory]

Page 19 - Question 98 - Rating Scale - One Answer (Horizontal)

I feel negative
toward the
featured product.

Will Smith is
good.

[Mandatory]

Page 19 - Question 97 - Rating Scale - One Answer (Horizontal)

I react
unfavorably to
the featured
product.


[Mandatory]

Page 19 - Question 96 - Rating Scale - One Answer (Horizontal)

I dislike the
featured product.

I feel positive
toward Will
Smith.

I feel positive
toward the
featured product.


[Mandatory]

Neutral



5



6



Page 19 - Question 100 - Rating Scale - One Answer (Horizontal)

The featured
product is good.


[Mandatory]

What would the likelihood be of you purchasing the featured vacuum cleaner if you were in the market for vacuum
cleaner?
It is unlikely.



2



3



Neutral



5



6



Page 19 - Question 101 - Rating Scale - One Answer (Horizontal)

It is improbable.



2



3



It is likely.


[Mandatory]

Neutral
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5



6



It is probable.



Page 19 - Question 102 - Rating Scale - One Answer (Horizontal)

It is impossible.



2

3





[Mandatory]

Neutral



5



6



Page 20 - Question 103 - Rating Scale - One Answer (Horizontal)

It is possible.


[Mandatory]

Lastly, we would like you to assess your perceptions of the fit between Will Smith and the vacuum cleaner product
category.
Fit is defined as the extent to which the characteristics of the individual and the product category are similar or consistent.
Mark the number on the continuum that indicates your level of perceived fit between Will Smith and vacuum cleaners.
Very bad fit



2

3





Neutral



5



6



Page 20 - Question 104 - Rating Scale - One Answer (Horizontal)

Very illogical fit



2

3







2

3





Neutral



5



6





2 [Skip to 21]

3 [Skip to 21]





Very logical fit


[Mandatory]

Neutral



5



6



Page 20 - Question 106 - Rating Scale - One Answer (Horizontal)

Not very
appropriate [Skip
to 21]


[Mandatory]

Page 20 - Question 105 - Rating Scale - One Answer (Horizontal)

Very dissimilar

Very good fit

Very similar


[Mandatory]

Neutral [Skip to
21]



Page 21 - Question 107 - Open Ended - One Line

5 [Skip to 21]



6 [Skip to 21]



Very appropriate
[Skip to 21]


[Mandatory]

What entertainer was featured in the press release?

Page 21 - Question 108 - Open Ended - One Line

[Mandatory]

What product was discussed in the press release?

Page 22 - Heading

Please provide information about yourself.

Page 22 - Question 109 - Choice - One Answer (Bullets)

[Mandatory]

Gender:

 Female
 Male
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Page 22 - Question 110 - Choice - One Answer (Bullets)

[Mandatory]

Age:








Under 21 years old
21-30 years old
31-40 years old
41-50 years old
51-60 years old
Over 60 years old

Page 22 - Question 111 - Choice - One Answer (Bullets)

[Mandatory]

Ethnicity:







Caucasian
African American
Hispanic
Asian
Other, please specify

Page 22 - Question 112 - Choice - One Answer (Bullets)

[Mandatory]

College Level:







Freshman
Sophomore
Junior
Senior
Graduate Level

Page 22 - Question 113 - Open Ended - Comments Box

[Mandatory]

What is the purpose of this study?

Page 22 - Heading

Thank you for your time.
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Appendix D
Study 2
High Involvement/High Fit

203

204

205

206

High Involvement/Moderate Fit

207

High Involvement/Low Fit

208

Low Involvement/High Fit

209

Low Involvement/Moderate Fit

210

Low Involvement/Low Fit
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